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CHAPTER 1: INTRODUCTION 
This thesis deals with the topics of branding and the Democratic Party. It is an 
attempt to determine what the essence of the party is in terms of what the party means 
and represents to the members who call themselves Democrats. The question this project 
is attempting to answer is, can the Democratic Party be branded? If there is a brand to 
the Democratic Party, the next question is, can the brand be managed? 
I had two objectives when I was considering what topic to choose in order to 
fill my thesis requirement. The first objective was to pick an issue that is current and 
relevant to graphic design. The other objective was to focus on an issue that maximized 
my environment. After reading the Time Magazine article by Joe Klein entitled, "How to 
Build a Better Democrat"1 the two requirements came together. The point of the article 
was that the Democratic Party had lost its focus. It was difficult to determine what the 
Party stood for. Within this essay Klein offered the following prescription for challenging 
Republicans, "Fire the consultants, find some core values and speak from the heart. "2 The 
underlying question appeared to be, what is the brand of the Democratic Party? Being 
in Iowa during the lead up to the Caucuses gave me a unique opportunity to explore the 
subject. 
As I have worked on this project I have been frequently asked, 'What does your 
topic have to do with an MFA in Graphic Design?' The expectation is that I should be 
creating some type of visual work. My answer to this question is, in order to get a place 
at the table where decisions are made, one has to demonstrate that she can do more 
than push type and pictures around. The value of visual communication and the arts is 
a challenge for some people to grasp. Included in this group are those who commission 
design work or who hold positions of power within a team that includes designers. The 
designer is often relegated to carrying out the visual part rather than being included in 
creating the overall plan. In order to be included in other aspects of the creation process, 
one has to demonstrate ability beyond the traditional associations and presumptions 
others have about the arts. 
Clement Mok addressed the need for a graphic designer to integrate into the 
broader business aspects of the design field. 
The source of our decline is our own failure to create new 
offerings, to reinvent and reinvigorate our practice. There are now 
so many tools that enable just about anyone to give visual form to 
ideas, that our capability of creating form is no Longer enough of 
1 Joe Klein, ''Why They Don't Make Democrats Like They Used To (And How To Fix It)," 
Time, 19 May 2003, 28-36. 
2 Klein, 28. 
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a differentiator. We have been too lazy to learn the language of 
business, to understand today's global economy, and to collaborate 
with other professions to learn. Clients are justified when they say, 
'you're an artist. You don't understand business, how things are 
done.' We need to find new ways to offer real value to our clients. 3 
I hope to explore the process that leads to effective communication by focusing on the 
topic of branding as it relates to the Democratic Party. Ultimately I want to walk away 
with the understanding of what goes into determining a brand and developing a program 
around that brand. 
What is the Status of Democratic Party and Branding? 
A criticism of Democratic leadership over the past few years has been that it 
sacrifices brand equity while attempting to manage brand image. When Joe Klein in his 
May 2003 article addressed the position of the Democrats in the upcoming election he 
focused on one of the key problems facing the Democratic Party. 
And the Democrats enter the fray with all the shape and substance 
of fog. 'People have no idea what we stand for,' says Stan 
Greenberg, a democratic pollster. 'They have a vague sense that 
we were against the war in Iraq and a vaguer sense that things were 
somehow better economically when we were in power. Beyond that 
nothing. '4 
Klein was not the only one writing on the need for the Democratic Party to define 
itself. In September of 2002 Claude Singer wrote in Brandweek that, "The Democratic 
Party is a poorly defined brand. " 5 Singer argued that political parties, like corporations, 
need effective branding programs to deliver their message and purpose. Singer used 
Andrew Cuomo's run for governor to illustrate his point. The author referred to Cuomo's 
statement that his campaign was "about ideas and energy," and translated it to mean, 
" ... it was not about nothing in particular." Singer's assessment was that the campaign was 
without a 'focus" or a "promise." He continued with his criticism stating, 
Sad to say, the Democratic Party itself, as umbrella brand, is 
no paragon of consistency .. .lt, too, is about "ideas and energy," but 
nothing you can put your finger on and call a characteristic promise 
or point of view. It's a party of little brand managers protecting 
their individual products. Some like global trade, some hate it. 
3 Clement Mok, "Expanding Our Vision," Communication Arts (March/ April 2003): 18. 
4 Klein, 30. 
5 Claude Singer, "Bringing Brand Savvy to Politics," Brandweek, 23 September 2002, 19. 
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Some stand for minority rights, while they defeat school vouchers 
supported by their minority constituents. Most hate term limits and 
favor campaign finance reform. There is an old liberal wing and a 
new moderate wing which, like strategic business units, fight for the 
party's resources. 
As a consequence, little meaning is conveyed when a 
product/candidate bears the party's label - there's no beneficial 
halo. 6 
The above statements represent how the Democratic Party has lost its voice. In the 
process the party has also lost touch with the people. 
One thing that has become apparent through the 2004 election cycle is that there 
is a disconnect between Party leaders in Washington and voters across the country. In 
an article for Time Magazine, "Living in Bill's Shadow," a TIME/CNN poll reports that 77 
percent of the Democrats interviewed felt the Party needs better leaders in Congress, 68 
percent thought the Party needs to be reformed, and 63 percent responded that the Party 
was not strong enough in taking on President Bush.7 
Reporters Nancy Gibbs and Matthew Cooper wrote about the frustration 
Democratic voters have with Democratic members of Congress who voted for too many 
Bush proposals. 
Listento the Democrats who are turning up at high school 
gyms on cold New Hampshire nights and you hear almost as much 
anger aimed at Washington Democrats as the White House ... voting 
with the GOP 80% of the time is no way for an opposition party to 
behave. 8 
There seems to be some acknowledgement by the Party that there is a problem. Within 
the same Time article a Democratic aide was quoted, ''We were asleep at the switch ... 
That's why Dean got his lift-off. He saw how angry Democrats across the country really 
were. " 9 
Visual representation 
The visual representation of the Democratic Party is divided between the Party and 
the individual candidates. All of the candidates had separate identity programs that were 
unrelated to the national party. 
The DNC, the National Democratic Party, uses the acronym as their logo along with 
6 Singer, "Bringing Brand Sawy to Politics," 19. 
7 Nancy Gibbs and Matthew Cooper, "Living in Bill's Shadow," Time, 26 January 2004, 25. 
8 Gibbs and Cooper, "Living in Bill's Shadow," 25. 
9 Gibbs and Cooper, "Living in Bill's Shadow," 25. 
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a leaping donkey. The logo appears in red and blue on their stationary. The website has a 
flag as fill for the letters of DNC and to the right of it is the donkey with a blue body and 
· a red head. (Figure 1) In addition to this logo there are different visual elements on a 
variety of merchandise but there is no one consistently represented visual image. 10 
The Democratic candidates each had his or her own brand program. Some were 
more developed than others and others reinvented themselves along the way. With one 
exception all of the candidates and parties used elements of the flag and the colors red, 
white and blue to visually represent their campaigns. 
John Kerry, John Edwards, Wesley Clark and Dick Gephardt all had similar 
approaches to their visual systems. Both Clark and Gephardt used their last names 
only, with a row of stars, 4 for Clark (Figure 2) and 5 for Gephardt (Figure 3). The word 
President was also included in both programs although Clark had another version where 
"New American Patriotism" replaced "for President". John Kerry (Figure 4) and John 
Edwards (Figure 5) both used their full names and they also both used waving stripes 
framed in a square. John Kerry's was slightly differentiated with the inclusion of a single 
star. 
Bob Graham (Figure 6) and Joe Lieberman (Figure 7) used similar elements for 
their logos. Bob Graham wedged his name between three stripes, one blue, one red and 
one black and used a star as the home in the "o" in Bob. Joe Lieberman also used this . 
last element for this insignia. His logo differed in that the name Joe was emphasized in 
size while Lieberma~ fit under it in smaller lettering. 
Dennis Kucinich use of stars and stripes has an almost new age appearance. (Figure 
8) A stripe swooshes along side and under his last name while stars in a variety of sizes 
surround his name. The white print has a fine red outline and the background is blue. 
The large star by his name is white while the others are scaled in blue. Kucinich's logo is 
the only one to include Democrat. 
Howard Dean was the only candidate not to use any stars, flag references or the 
color scheme rather than red, white and blue. (Figure 9) His colors were blue and yellow; 
the print was yellow and the background blue. There were several variations to his 
identity program. The most prevalent was his name in a sans serif with a smaller script 
underneath that read "for America." A second version of this had a script running across 
the top that read, "the doctor is in." (This referenced his career as an M.D.) Another 
version of this logo had the script of "Generation Dean" (Figure 10) under the governor's 
name signifying younger supporters. There was also a version for the volunteer program, 
"Dean Corps," set up by the campaign. 
The use of "President" or "for President" within the logo is a method to highlight 
10 Merchandise for the Democratic Party can be found at this site. http: I lwww. 
campaignsource.com/index.htm 
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what office the candidate is running. It specifically ties the individual to the office he or 
she is seeking and all of the candidates except for one used this system. Governor Dean's 
placing the statement "for America" beneath his name differentiated him from the other 
candidates' logos. The message was that the campaign was more than the pursuit of an 
office. 
In an interview with Lawrence Lessig, former campaign manager Joe Trippi offered 
insight into the Dean campaign mission. 
You know, there are all these issues that just never get solved •.. Part 
of the reason is that there's no one who can listen. When you 
have a system where there are 33 lobbyists for every member of 
Congress, and where it's all about raising tons of money to buy TV 
ads, the participation of people doesn't really count. There's no 
one really encouraging them in the process. Then there's no way for 
people to have an impact on the debate. 
That's one of the things this campaign really is about: The 
governor believes strongly, and we believe strongly, that there's a 
responsibility for citizens to be involved in their democracy. You 
can't have self-government without it. That is what's been missing 
for a good 2-3 decades now. 
That's exactly what we're trying to do in this presidential 
campaign; harness that desire for people to actually have a voice 
again. Our campaign is a platform for them. 11 
This objective was also spelled out in the campaign pieces. In one entitled "Can You Feel 
It?" (Figure 11) read, 
.. 
THf POWER TO CHANGE AMERICA IS IN YOUR HANDS 
JOIN THE CAMPAIGN 
THAT'S CHANGING AMERICAAND 
TRANSFORMING THE DEMOCRATIC PARTY 
In addition to the campaign literature, Governor Dean ended each of his campaign 
speeches with the following line, "The biggest lie people like me tell people like you 
is what we're going to do for you. The power to change this country is in your hands." 
While the Dean campaign's efforts emphasized taking the message beyond the candidate, 
John Kerry's campaign was about the candidate. 
Along with the logos were informational brochures and booklets that attempted 
to define the candidate. One 8 1 /2" by 11" brochure for Kerry had a portrait photograph 
of him in front of a flag with the following three words aligned in descending order, 
11 Lawrence Lessig, "Interview with Joe Trippie," [blog entry archive] 19 August 2003, 
6:57am. http:/ /www.lessig.org/blog/archives/001428.shtml 
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"Courage., Ideals. and Vision." (Figure 12) The program played upon the candidate's 
service to the country with the following headings in the brochure "John Kerry: Courage 
in Service," "Ideals and Vision to Lead a Nation," and "National Service, National 
Character." 
Around the beginning of November, in effort to give his campaign a boost Kerry 
added the slogan "The Real Deal" to his program. This saying was placed on round disks. 
(Figure 13) In addition to this, his bus was referred to as the Real Deal Express. Again the 
program focuses on the candidate rather than any platform. 
John Edward's print pieces focused on the candidate's commitment to working 
families. On one brochure were the following headers, "Champion For Regular 
Americans," "An Agenda To Fight For Working Families," and "A Record of Working for 
Every American." (Figure 14) Also appearing on this literature was the quote Edwards 
made at each campaign speech, "I still believe in America, the son of a mill worker can go 
toe-to-toe with the son of a president." 
Anoth~r idea presented on the mailing piece was that of "Two Americas." The 
message was, 
Right now, there are two Americas, one for the powerful. And 
one for everyone else. 
That has to change, and· together, we can change America. 
We will build one America, a strong and fair America, an America 
that truly works for all of us. 
This was an idea that was incorporated into his public speeches. He used his background 
.as a trial lawyer, fighting for the underdog to reinforce the message. 
Bob Graham put out a booklet that gave detailed information on the candidate's 
economic plan. (Figure 15) The 8 1 /2" by 11" booklet had the appearance of a corporate 
report. The title of the piece was "Opportunity for All: Bob Graham's Plan for America's 
Economic Renewal." Graham withdrew from the race before the caucus date. 
Carol Moseley Braun, Al Sharpton, Joe Lieberman and Wesley Clark all had very 
limited campaign presences in Iowa, if any. While Braun did speak at a couple of events 
the others consciously chose to skip Iowa. 
While Clark decided against campaigning in Iowa there was a group of Clark 
supporters who organized on his behalf. One of the flyers they distributed explained his 
slogan "New American Patriotism." 
This New American Patriotism is not just about waving the flag 
and guarding our borders. It's about guarding what makes us 
distinctive as Americans: our personal liberties, our right to debate 
and dissent. We are not a country that manipulates facts, ignores 
debate, and stifles dissent. We are not a country that retaliates 
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against people who criticize the government. We are not a country 
that disdains our friends and allies. We are not a country that sheds 
blood before every other option has been exhausted. And we can't 
have a government that stands for any of these things. 12 
The question is, is the 'New American Patriotism' really new? The above statement is 
describing the Bush administration policy and stating that is not what America stands for. 
It seems as if the Bush administration are the authors of the new patriotism and what 
needs to be defended is the old patriotism. Ultimately the slogan and explanation are 
confusing. 
The campaign program for Kucinich matched the logo's new age associations. 
The tag line for much of the text heavy small print literature distributed by the Kucinich 
campaign was "Dennis Kucinich: the Progressive Vision." (Figure 16) When Patch 
Adams was in Cedar Rapids to speak on Kucinich's behalf he referred to him as "the love 
candidate. "12 One item distributed by the campaign was a packet of Iowa Corn seeds. 
(Figure 17) On the front of the package along with the candidate's name was the line 
"Planting Seeds of Hope." On the back of the packet were the lines "Kernels of Truth" 
and ''What a Kucinich Presidency will deliver for America." 
The most focused piece of literature I had access to put out by the Gephardt 
campaign was a piece entitled uoick Gephardt Fighting for American Jobs." (Figure 18) 
This was a theme of his throughout the campaign that he tied to his personal history. His 
father belonged to a union and because of the experience Gephardt has been a champion 
of unions. Also contained in this mailing piece was the heading "Only One Candidate Has 
Led the Fight to Protect American Workers" followed by the quote, "I led the fight against 
NAFTA. As President, I'll fight just as hard against any trade treaty that puts American 
jobs at risk." 
One of the problems to Dick Gephardt's message was that it didn't always hold up 
with the perception people had of his last few years as minority leader. In a fund raising 
letter he declared, "I'm running for President because George W. Bush must be defeated 
in 2004." As minority leader of the Democratic Congress that often voted to with Bush, 
this provokes the question why does George Bush need to be defeated. This issue was 
highlighted by Representative Zoe Longren when she commented that during the vote on 
the Resolution on Iraq Gephardt's position was, "there should be no daylight between the 
Democrats and the President. " 14 
The Democratic Party has a weak identity system that is made more ineffective 
12 http:/ /www.lowansforClark.net 
13 Patch Adams, The Blue Strawberry in Cedar Rapids, 7 January 2004. 
14 "Women's Coffee" with Representative Zoe Lofgren, The Blue Strawberry in Cedar 
Rapids, 1 November 2003. 
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by numerous candidate systems. This reinforces Claude Singer's assessment that, "It's a 
party of little brand managers protecting their individual products. " 15 
What is the Relationship Between Business and an Organization? 
When discussing branding and the Democratic Party, its unique position as a non-
profit organization comes into play. The line between product, producer and consumer 
becomes blurred. There is the Party structure, the candidates, party members, and 
those that associate themselves with the Party. While winning an election is a major 
goal, particularly for the candidate running, the Party also has the goal of attracting and 
maintaining the base and presumably a philosophy as to how government should work and 
what it should do. 
Analogies with a nonprofit can be drawn from an analysis of the Davis Museum 
and Culture Center from a profile of Plus Design Inc. entitled, "Community-minded Goals 
Enhance an Architectural Statement. " 16 The following is an assessment of the museum's 
situation: 
More and more, institutions face the same pressures as 
corporations. They vie for scarce ·financial resources, in the form 
of membership and membership fees. They seek the support of 
community leaders; businesses and their endowments; and when 
applicable, funding grants. With such a variety of 'consumers,' an 
organization's identity stands the chance of becoming generic in 
the attempt to be all things to all people. Like so many businesses 
run by those whose chief focus is inward on product, the notion 
of getting that product to market is forsaken, and the role of 
communication is not considered. 17 
The Democratic Party shares similar concerns. Their base and funding is so diverse 
that there exists the pitfall of trying to be all things to all people. In the process the Party 
loses its message. 
An important acknowledgment the museum made was that it was more than just 
a collection, programming and the building, it was also the intangible elements. 18 The 
identity also included the audience and how they are engaged by the museum. 19 The firm 
made the assessment, "Some very slight adjustments can make someone very happy ... 
15 Singer, 19. 
16 Marc English, Designing Identity: Graphic Design as a Business Strategy (Gloucester: 
Rockport Publishers, Inc., 2000) 53. 
17 Ibid., 53. 
18 Ibid., 55. 
19 Ibid., 58. 
20 Ibid., 58. 
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which in turn would make them visit the museum more frequently. That is the goal. " 20 
What is the Approach for a Study of Branding and the Democratic Party? 
The challenge is to determine how Democrats identify and perceive the party. 
The objective of this thesis is to apply branding concepts to the Democratic Party. 
The Democratic Party appears to have lost control of its message and allowed it to be 
controlled by other forces. One way to reclaim this is through differentiation. If the 
choice is between one party or the other, it is important to distinguish the differences 
not blur them. In this regard Marty Neumeier, in his book, The Brand Gap, recognizes the 
adage, " ... you can't be a leader by following. " 21 
When you chase another target segment, chances are you'll 
chase away your original customer. 
Whatever you do, you should not get greedy but stay true to 
your product type, your attribute, or your segment. 22 
Since the major component to branding is the relationship with an audience, it is 
vital to know how that audience views the party and how the audience engages with the 
party. 
Tools used in marketing will also be used in this thesis. These tools are a.paper 
survey, personal interviews and attending events. In their book, entitled Bottom-Up 
Marketing, Al Reis and Jack Trout promoted the approach of "going to the front lines." 
Going down to the front, finding a competitive mental angle, 
then coming back to headquarters and making the changes necessary 
to exploit that angle is the essence of bottom-up marketing. 23 
The important question to ask before "going to the front," according to the 
authors, is, "Am I looking for information or confirmation?"24 The exercise is a waste 
unless the objective is finding out what people are actually thinking rather than setting 
out to confirm perceived assumptions. 
21 Marty Neumeier, The Brand Gap: How To Bridge The Distance Between Business Strategy 
and Design (Indianapolis, Indiana: 2003) 76. 
22 Jack Trout and Steve Rivkin, Differentiate or Die: Survival in Our Era of Killer 
Competition (New York: John Wiley & Sons, Inc., 2000) 185. 
23 Al Ries and Jack Trout, Bottom-Up Marketing (New York: McGraw-Hill Book Company, 
1989) 17. 
24 Ibid., 22. 
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CHAPTER 2: LITERATURE REVIEW 
The structure of my literature review will be the following. First I will discuss the 
concept of branding. It is a discussion that primarily references the marketing/branding 
strategies in relationship to business. Marketing is closely related to the business world. 
Branding is the process that can be applied to a variety of subjects and it is a program 
that can be integrated with design regardless of the particular subject. The subject 
of branding for this study is the Democratic Party. Following the general discussion of 
branding will be a discussion of developing a program for determining a brand for an 
organization, the Democratic Party. 
Discussion: What is Branding? 
The concept of Branding can be somewhat difficult to pinpoint. This becomes 
apparent when reading from a variety of authors dealing with the topic. 
Branding is the ultimate elephant described by nine blind men. 
-DK Holland25 
When looking up the word brand in the dictionary, the two definitions people would 
probably be able to identify with the most are: 
... a mark burned on the skin with a hot iron ... an identifying mark or 
label on products of a particular company; trademark26 
This is probably why the terms brand or branding are often used interchangeably with logo 
or corporate identity. Yet as one continues down the page the dictionary's definition of 
branding begins to move the term beyond the definition of logo. 
the practice of marketing products by associating them with a 
widely accepted BRAND NAME so as to distinguish them from other 
similar products that are sold27 
The word and the process are both simplistic and complex as demonstrated by a variety of 
sources who attempt to define the term by its less concrete aspects. 
Marty Neumeier begins his overview, The Brand Gap, by defining branding by what 
it is not. According to Neumeier it is not a logo, it is not an identity system and it is not 
a product. While these are all components of a brand, there are also aspects to branding 
25 DK Holland, "Cause and Effect: Why Now, More Than Ever, The Profit World Needs Design 
and Vice Verse," Communication Arts (March/ April 2002): 24. 
26 Webster's New World Dictionary, 4th ed., s. v. "Brand." 
27 Ibid. 
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that are less tangible. 28 
Like Neumeier, Jane Pavitt, curator at the Victoria and Albert Museum and of the 
exhibit Brand New, recognizes the less concrete aspects of branding. Pavitt creates two 
levels for her definition of branding. The first is reductive, "Branding is principally the 
process of attaching a name and a reputation to something or someone. " 29 Her second 
definition is more probing; it speaks to the experience and nuances of branding, 
The brand ... is much more than a name or trademark ... The 
brand image, or brand value, results from the 'dialogue' that takes 
place between producer or brandowner and the consumer or user. 
A brand's strength rests upon a close correlation between the 
image the brand creates through the process of branding, and the 
reception of that message by the consumer. 30 
In the book Branding: From Brief to Finished Solution put out by MONO, this issue 
of pinpointing an exact definition is addressed, 
The definition must respond to the general interpretation - as 
much because brand is an elusive concept, as to the fact that it is 
constantly developing and redefining its boundaries. 31 
The authors reinforce the notion of the difficulty in nailing down an exact definition by 
stating that along with a visual and physical identity, a brand "also involves the ethos, 
ambience and consumer perception surrounding the product. " 32 Ethos, ambience and 
fluctuating boundaries are rather elusive qualities, difficult to pin down and do make 
creating a formula for branding challenging. 
When Stephen King attempts to define branding he does so by setting it in 
opposition to a product. 
A product is something made in a factory; a brand is 
something bought by a costumer. A product can be copied by a 
competitor; a brand is unique. A product can be quickly outdated; a 
brand is timeless. 33 
Again there appears a set of rather elusive qualities. Yet implied in King's statement is 
that products will go through innovations and transformations but there exists either a 
28 Neumeier, 1-2. 
29 Jane Pavitt, Brand New (Princeton: Princeton University Press, 2000) 21. 
30 Ibid., 21 
31 MONO, Branding: From Brief to Finished Solution (Crans-Pres-Celigny: Rotovision Book, 
2002) 8. 
32 Ibid., 8. 
33 Pavitt, 73-75. 
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message or a quality that stays consistent. 
Another one of these less tangible aspects is addressed by Garet Williams in his 
book Branded? Williams discusses how the relationship a brand develops with the user 
goes beyond physical consumption. 
Brands also have a cerebral dimension, which is the 
reputation they enjoy in the minds of consumers. Brands must 
engender trust and loyalty if they are ultimately to be purchased. A 
brand, therefore, is a business strategy to encourage us to consume 
one product over its competitors, and it is a sign loaded with 
meaning that we choose to consume because we feel we relate to 
it. 34 
Neumeier describes the process at a more basic level. 
A brand is a person's gut feeling about a product, service, or 
company ••. When enough individuals arrive at the same gut feeling, a 
company can be said to have a brand. 35 
Through these various statements it becomes obvious that a brand or branding is more 
t.han a mark, logo or identity system. It also involves personal reactions, dialogues and 
relationships between a consumer and what they choose to consume. 
One question that is important to the discussion is why create a brand. Several 
authors offer answers. As Jane Pavitt notes, what drives the need for a brand is the 
appearance of an endless number of options consumers have when making a purchase. 
A brand becomes a way of distinguishing a product and giving the consumer a reason to 
choose between two similar products. 36 Pavitt is not alone in acknowledging this point. 
Marketing strategist Jack Trout puts the number of choices consumers are faced 
with into hard numbers. 
In 1987, there were 14,254 new products introduced in 
the United States according to the reporting firm of Marketing 
Intelligence Service Ltd. 
By 1998, the number had grown to 25, 181. 
To put that number in context, it means sixty-nine new 
products surf aced every day of the year. 37 
David Aaker and Erich Joachimsthaler also highlight the issue of overwhelming 
quantity as a motivational force for developing a brand program. According to the 
34 Gareth Williams, Branded? (London: V&A Publications, 2000) 7. 
35 Neumeier, 2. 
36 Pavitt, 73. 
37 Trout and Rivik, 20-21. 
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authors, the factors that are driving interest in the concept of branding are: overcapacity, 
price competition, vast quantities of similar products and powerful retailers. 38 In order to 
succeed in this environment the authors argue a brand has to be nurtured and managed 
effectively. 
Neumeier states the predicament a bit more directly, " ... it's the language of feeling 
and in a society that's information-rich and time-poor, people value feeling more than 
information. " 39 
Aaker and Joachimthaler draw the distinction between brand image and brand 
equity. The authors stress that brand leadership aims to secure a brand, give it long term 
meaning and value, not just "manage brand images." 
Brand image is tactical - an element that drives short-term 
results and can be comfortably left to advertising and promotion 
specialists. Brand equity, in contrast, is strategic--an asset that can 
be the basis of competitive advantage and long-term profitability 
and thus needs to be monitored closely by the top management of 
an organization. 40 
The anti brand 
There exists a backlash against branding, particularly within the design community. 
Much of it seems to come·from the notiorrthat consumers are being duped or manipulated 
by advertising. Additional criticism finds its source in certain companies' questionable 
business ethics. 
One outspoken critic of branding is Naomi Klein. The author's primary criticism is 
that the practice does not fulfill the promises it makes. 
There is a fundamental dichotomy between the promise 
embedded in brand-meaning campaigns--of community, or 
transcendence, of pure joy--and the usually banal experience of 
consumption. Quite simply, branding doesn't deliver. We don't 
find community at Starbucks, a global commons through Cisco 
or transcendence through Nike, just as we don't find political 
engagement through Benetton. 41 
While it is true that some brands do not live up to their advertising claims and 
there is no denying some companies are exploitive, her analysis is somewhat of a sweeping 
generalization. One might suggest that when false claims are made or embarrassing 
38 David A. Aaker and Erich Joachimsthaler, Brand Leadership (New York: The Free Press, 
2000) ix. 
39 Neumeier, 19. 
40 Aaker and Joachimsthaler, 9. 
41 Naomi Klein, "Truth in Advertising," A/GA Journal of Graphic Design, 18 (2000) 34. 
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employment practices are exposed, brand value is corroded. 
Another problem with Klein's argument is that while she is most likely correct in 
stating consumption will not lead to enlightenment, she is overreaching when she suggests 
no pleasure can be derived from the activity. 
brands. 
Klein has asserted that the activity of branding has created a back-lash against 
This rise of anti brand activism is a direct response to the 
dichotomy between the powerful claims brands place on truth and 
meaning and the reality of what consumer products deliver and how 
they are manufactured. The branding economy is a series of broken 
promises, of unfilled desires. It feeds off all that is truthful in our 
culture and then ritualistically betrays those truths by using them 
not for self-knowledge or social change but as props. 42 
This anti brand attitude can be found in Scott Wolfe's faux company Beatkit 
which produces the "Remover Installer." The product is a completely useless device. To 
accompany the product the designer created an ad campaign called "Panic Now" that 
has overtones of mass hysteria. Wolfe's efforts are to parody mindless consumption and 
the advertising that drives it. Acc9rding to author Stephen Heller, ''Wolfe promotes the 
radical idea that branding is morally dubious and downright unsavory when exported from 
the haves of the world to the have-nots. "43 
While manipulation and exploitation are certainly not qualities to celebrate, 
there is something a bit condescending in Wolfe's paternalistic approach. Overall the 
issue appears to be more about truth in advertising than branding. The question that 
goes unaddressed is, does exposure to the vast quantity of ads make us more or less 
sophisticated in our reactions? 
Harry Beckwith addresses the negative associations that often come with branding 
in his book, The Invisible Touch: 
When marketing experts preach "branding" most listeners 
hear 'spin.' They envision agencies and design firms crafting slick 
images to do what the Wizard of Oz did by projecting his outsized 
image on the drapes: persuade people he was something he was 
not. 
The great brands do no such thing. Indeed, the great brands 
endure because both their presentation and their service delivery 
support their message. 44 
42 Naomi Klein, 34. 
43 Steven Heller, "Wolfe Bane," Print 56 (2002) 55. 
44 Harry Beckwith, The Invisible Touch: The Four Keys to Modern Marketing (New York: 
Warner Books, 2000) 100. 
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He goes on to state, "It's not its slickness, polish, uniqueness, or cleverness that makes a 
brand a brand. It is the truth ... LIVE YOUR BRAND. " 45 Beckwith identifies three qualities 
that make a successful brand: "direction, breadth and depth. " 46 He equates breadth with 
name recognition or "familiarity" and "depth" with "loyalty. " 47 According to Beckwith, it 
is important to determine what a brand should represent. This is essentially the message, 
and for the message to have any meaning it must be applied and lived.48 
Marty Neumeier challenges the criticism from the design community in the 
following quote, 
Unfortunately, audience research has gotten a bad rap from 
the creative community. It seems as if every third book on design 
and advertising contains a diatribe on the evils of market research. 
Such views are comforting to the creative crowd because they can 
absolve one's responsibility to everything but one's own artistic soul. 
As a creative person, I can bear witness to the seductive qualities 
of these anti-research arguments. And what makes them doubly 
seductive is that they're usually delivered by the superstars of their 
professions. 49 
The anti brand is an issue that producers are concerned with also, particularly if the anti-
brand population is part of the audi~nce. 
The profile of Burton Snowboards' entitled "Carving a Niche in the Market" told 
the story of how one company addressed this issue. Initially the company had an aversion 
to words such as "brand" or "corporate identity. " 50 In fact the snowboard makers were 
more aligned with the notion of "anti-brand" because they didn't want to be perceived as 
a corporate entity. When the business experienced considerable growth there was cause 
for concern. According to Jager, of the design firm Jager Dipaola & Kemp, there was the 
belief that: 
If you were big, you were corporate and if you're corporate, you're 
mean and you don't care about the small guy ... a lot of brands in 
the youth culture scene "burned their brands." They did too many 
things too quickly, selling anything they could stick their logo on, 
which is exciting at first, and then people get burned on the brand 
they won't touch it. 51 
45 Ibid., 101. 
46 Ibid., 109. 
47 Ibid., 110-111. 
48 lbid.,111. 
49 Neumeier, 106. 
50 English, 103. 
51 Ibid., 103-104. 
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It is important to keep in touch with one's audience. Jager describes how this 
works as an advantage with the snowboard company, 
It's a trademark of Burton to listen ... They never stop listening 
to the marketplace. That's critical...lt's dangerous if you use 
research to 'give' you the answer, that usually ends up as a pretty 
milquetoast solution. 52 
While there is value in market research, it is not adequate by itself. The personal 
dialogue a producer has with its consumer is just as important. This works at building a 
relationship between the consumer and a product. A key factor in creating brand equity is 
building a brand relationship. This, note Aaker and Joachimthaler, starts with finding out 
what creates the elements of differentiation and motivation for the customer. 
Harry Beckwith cites the hotel industry as the first business to use branding 
effectively. The author makes the connection between financial performance and 
branding, linking financial success with a strong branding program. 53 He then goes on 
to identify the industries that brand the least: health care, local government and 
professional services. He links the weak financial performance with a lack of branding. 54 
Beckwith addresses the issue of how one can compare various industries, such as 
the media, retailers and services, under the same standard by stating that "business is 
about people." 
Business is about people. A service succeeds when it makes 
significant numbers of people feel their lives are somehow better 
than they would have been without that service. The role of 
marketing is to ask, How might we do that? How might we make 
people feel better? What is it that they want, and need, and how 
might we answer that? 
In meeting that need, we succeed not just in making money, 
but in experiencing the great satisfaction that comes in serving 
someone other than yourself 55 
The tangible and intangible unite in a program of branding. 
Branding philosophy 
In an attempt to take branding beyond the perceived crassness of advertising, 
several authors work at elevating the status of the term. They attempt to accomplish 
52 Ibid.,107-108. 
53 Beckwith, 157 
54 Ibid.,157. 
55 lbid.,157. 
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this by building on the aspects of personal meaning and relationships that have become 
part of the branding process. Neumeier contributes to this elevation with the following 
statement, "A brand is a kind of Platonic ideal - a concept shared by society to identify a 
specific class of things. " 56 
Stefano Marzano, from Philips Design, defines branding by relating its essence to 
that of the essence of an individual. 
A successful brand is ultimately a question of authenticity. 
It needs to reflect transparently the values of the company behind 
it. In this respect, it is not unlike the individual. My name, indeed 
any name, calls up in the minds of those who know me a certain set 
of qualities or values. Those associations have been built up over 
time, abstracted from the totality of their experience with me. If I 
promise to do something that is in line with those values, they will 
trust me to carry it out. If it clashes with those values they will be 
skeptical. 
It is not easy, either as a brand or an individual, to make sure 
you are authentic in this sense. As individuals, our personalities 
are composed of a number of values that determine our ethical 
framework - our self. When these core values govern our behavior, 
we are behaving authentically. 57 
Marzano goes on to stress that these core values have to be shared by the people within . 
a company. While he acknowledges the importance of individual differences, Marzono 
states that it shouldn't be at the expense of (or shouldn't negate) the organization's 
commitment to these shared core values. Core values are powerful when they become 
internalized principles. The values are not only accepted but also believed to be 
legitimate. Marzano states that "internalized principles''58 are superior to rules because 
they guide the individual/organization in decision-making. People are not just following a 
company prescriptfon but understand the importance of the objectives of the plan. This 
assists i.n creating consistent and authentic programs for a brand. Marzono concludes his 
essay with the statement, "continuity of core values is what constitutes the essence of a 
successful brand design. " 59 
Pavitt also stresses the importance of making sure a brand moves beyond the 
recognition of a relationship between a producer and consumer. 
Brands with strong images are the product of a successful 
nurturing of the relationship between producer and consumer. 
56 Neumeier, 3. 
57 Stefano Marzano, "Branding=Distinctive Authenticity," in Brand New (Princeton: 
Princeton University Press 2000), 58. 
58 Ibid., 59. 
59 Ibid, 59. 
18 
They also require economic investment, marketing and corporate 
nurturing. The most recognizable brands tend to maintain their 
position by establishing loyalty and ubiquity, by becoming the 
market standard. 60 
Emotion, experience and brand value 
Another consideration that is embedded in branding, according to Pavitt, is 
consuming a good for reasons beyond the purpose of the product. Emotion and experience 
become part of the brand value. The result is that the product is not consumed solely 
on a physical level but also on a symbolic level. 61 She refers to this process as "meaning 
flow," a term coined by Grant Mccraken, an anthropologist. Symbols and meaning are 
attached to products and become valid when a consumer purchases them. Pavitt goes on 
to state that from that point brands have two symbolic directions: inward and outward. 
"Outwardly, to communicate to others the kind of person we are. Inwardly, to bolster 
our sense of self. "62 The author continues this argument by stating that through this 
process we define ourselves not only by what we buy but also by what we choose not to 
purchase. 63 
This notion is reinforced by Wally Olins in his book, Corporate ldentity--Making 
Business Strategy Visible through Design, when he states, 
· In its curious, direct way, branding is extraordinarily potent. 
It reaches beyond immediate commercial objectives and touches the 
soul - and don't practitioners know it!64 
Jane Pavitt goes as far as to state that brand image is as important as innovation. 
In fact, according to Pavitt, the relationship between the product, marketing and branding 
is so intertwined that it becomes difficult to extract the actual product and evaluate it on 
its own terms. 65 
Pavitt examines how branding plays such a predominant role that branding is not 
used so much to sell a product as products are created to promote the brand. 66 She cites 
two examples as evidence of this statement. The first is couture collections and designer 
fragrances, and the second, Richard Branson and his Virgin empire. Both examples are 
working on name recognition and associations. The fragrance is tied to the designer or 
fashion house and a perfume is more monetarily accessible than a couture item. Branson 
60 Pavitt, 23. 
61 Ibid., 82. 
62 Ibid., 87. 
63 Ibid., 87. 
64 Neumeier, 8. 
65 Pavitt, 39. 
66 Ibid., 31. 
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has been involved in everything from cola to clothing to mortgages and the one common 
thing that they are selling is the Branson name. Branson is a name that Pavitt states 
represents "the consumer's friend" or "the cult of personality. "67 
The concern for brand value is not limited to corporations but extends to countries 
where emotions and national identity factor into the equation. This can be a challenge, 
as noted in the following example. In his essay, "A Brand New Britain?" Jonathan 
Woodham chronicles the British government's efforts to create a new image for the 
country.68 In his review of the various strategies, Woodham identifies the potential and 
the pitfalls of trying to rebrand a national identity. 
The initiative to create a new image for Great Britain came in part from a 1997 
published report funded by the British Design Council. Within the report, entitled Britain: 
Renewing Our Identity, the author Mark Leonard concluded that the most prevalent 
associations people had with Great Britain were "history, heritage and tradition. "69 
According to Woodham, British companies did not find these associations put businesses 
in a particularly favorable position in the global marketplace. Woodham profiles two 
companies that attempted to disassociate themselves from the traditional baggage. 
In 1984 British Telecom was privatized and, according to Woodham, the company 
discovered that the "British" label did not conjure up "technological expertise. 0 ·Changing 
the name to BT enabled them to better position the company in the international · 
. market. 70 
A less successful move documented by Woodham was that made by British Airways. 
With the intention to better position themselves in the international market, British 
Airways replaced the Union Jack on their airplane's tail fins with art work promoting 
cultural diversity. Woodham states that the idea was to create the association of British 
Airways with "citizen of the world." ThE'.re was a backlash from this campaign within 
Great Britain that Woodham attributes to "domestic chauv1nism." The reaction was so 
strong that British Airways decided to return the Union Jack to the tail fins. 71 
While nationalistic feelings held strong·for British Airways, they weren't quite 
as effective for the government's "Cool Britannia" program. Cool Britannia was a song 
updated in what Woodham describes as a campaign to promote "cutting-edge and popular 
British fashion, design, arts and music. "n Woodham states that these objectives were 
undermined by Tony Blair's associations with celebrities; it created the impression of 
67 Ibid., 39. 
68 Jonathan Woodham, "A Brand New Britain?" in Brand New (Princeton: Princeton 
University Press, 2000) 56-57. 
69 Ibid., 56. 
70 Ibid., 56. 
71 Ibid., 56. 
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"style over substance." While the government backed away from the "Cool Britannia," 
slogan it did not abandon its promotion of "a dynamic and diverse economy with a wealth 
of creative talent in design, fashion, science and technology. "73 Woodham concludes his 
essay by stating that it is too early to tell if the British government's efforts to "re-brand" 
itself will be successful in the global marketplace but the efforts are noteworthy in terms 
of a country's attempt to change national and world perception. 
Emotion 
Gareth Williams speaks to the component of emotion in branding in his book 
Branded? Williams states that famiUarity with a product is inadequate if the consumer 
does not also "internalize" the product's values. 74 
A brand needs us to feel an emotional '*attachment that arises 
because we regard it as most suitable for us, and because it is best 
suited to fulfill our particular needs at the moment we encounter 
it. 75 
Pa,vitt also explores the significance of emotion and its relationship to purchasing 
the brand. ,BY extension, consuming a product becomes a '"sign of me' - a signal to 
- others of our status, aspiration or values. " 76 It is a phenomenon that she refers to as "the 
aestheticisation of everyday life." We are constantly bombarded by so much stimuli and 
imagery that products begin to take on meaning. Pavitt states, 
The prime role of commodities becomes to express emotional 
and symbolic value - as signs to be decoded by ourselves and 
others. Branding is one of the processes by which products become 
signs. 77 
In an interview, Renzo Rosso, the president and founder of the Diesel clothing 
company stressed the importance of the customer being able to identify with the product, 
For consumers, brand and brand values are a way to "feel" 
the product as part of their own personalities. Consumers need 
more subtle motivations than ever to buy a certain brand. They 
have to identity themselves with the product they are buying, with 
its lifestyle, its attitude. 78 
73 Ibid., 57. 
74 Williams, 7. 
75 Ibid., 7. 
76 Pavitt, 44. 
77 Ibid., 44. 
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In attempting to achieve consumer insight marketing professor Lisa Fortini-
Campbell stresses that one has to make a personal connection with the consumer. She 
quotes Northwestern professor Don Schultz as stating, "The fifth P of marketing is 
Personalization. " 79 She follows this with the assertion that the other 4 Ps (Product, 
Price, Place and Promotion) rrare only effective to the extent that they're used to make 
a 'personal' connection with the consumer. "80 When personalization occurs emotions 
become tied into the product. 
In his book, entitled The Invisible Touch: The Four Keys To Modern Marketing, 
Harry Beckworth identifies relationships as one of the four keys. He makes the 
case that the mobility that the modern era offers society comes with dispersion and 
disconnectedness. Beckworth states that this is not something that people will confess to 
directly but rather a condition that becomes apparent indirectly. 81 
No focus group or survey will tell you this. No one will tell 
you they would like to feel more connected with you; the desire is 
too personal, the request too strange. Yet survey people about a 
wealth management service. Ask them to rank the firm's return on 
investment among their criteria for choosing a service. You will find 
that investment performance ranks about sixth - three places below 
'the firm representative's apparent desire to develop a long-term 
relationship with me as a client. ' 82 
There is some dissent on the influence emotions have in creating relationships with 
customers. Internet branding authors Al and Laura Reis point to the necessity of visibility 
for brands, Internet brands in particular. Their emphasis on visibility comes from the 
belief that consumers for the most part are not emotionally tied to their brands. The 
authors write, "For most people a brand is nothing more than a guarantee of quality and a 
system for saving time. "83 
They use Heinz ketchup to illustrate their point, "Not too many people fall in love 
with a bottle of Heinz ketchup. Which is why Heinz needs the visibility on supermarket 
shelves and restaurant tables to keep the brand alive. " 84 The Reises state that it is 
visibility that keeps the brand alive. Visibility on the web but even more than that "in the 
real or physical world." 
79 Lisa Fortini-Campbell, Hitting The Sweet Spot: The Consumer Insight Workbook (Chicago: 
The Copy Workshop, 1992), 25. 
80 Ibid., 25. 
81 Beckwith, 158. 
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According to the Internet branding authors, the key to attracting viewers to your 
website and in turn to building a brand is to do the following: 
Make your brand a source of information that prospects 
cannot find elsewhere. Or a place to buy things at prices they 
cannot find elsewhere. Or a place to meet people they cannot meet 
elsewhere. 85 
Essentially it is an information source that is to be dependable and specific. Yet 
within this prescription lies the notion of uniqueness, and making contact with places 
and people that reinforce this uniqueness. This in turn becomes.about self-perception, 
relationships and emotional involvement. 
Acknowledging the role emotions play in developing relationships to products has 
caused some to identify and group consumers into personality types. This appreciation 
of diversity recognizes that not everyone responds to things in the same way. Jack Trout 
pointed to the work of psychologists who have divided the way people make decisions into 
four groups. These four groups are labeled intuition, thinking, feeling and sensing. 86 
People who use intuition concentrate on the possibilities. 
They avoid the details and tend to look at the big picture .. .lntuitives 
are very interested in the possibilities of what's coming next. This 
is why selling to intuitives is often a very effective way to present a 
new type of product.87 
Thinkers are analytical, precise, and logical. They process a 
lot of information, often ignoring the emotional or feeling aspects 
of a situation ... These people are susceptible to a logical argument of 
facts about a product. 88 
Feelers are interested in the feelings of others. They dislike 
intellectual analysis and follow their own likes and dislikes. They 
enjoy working with people and are capable of great loyalty. This 
type of person is ideal for third-party endorsements from experts 
who look and sound real. 89 
Sensors see things as they are and have great respect for 
facts. They have an enormous capacity for detail and seldom make 
errors. They are good at putting things in context. 90 
85 Ibid., 91. 
86 Trout and Rivkin, 14. 
87 Ibid., 15. 
88 Ibid., 15. 
89 Ibid., 15. 
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Trout goes on to note that people are usually not pigeonholed to one group but are a 
combination of types such as intuitive matches with feelers and thinkers with sensors. 91 
When differentiating the types of audiences, Marty Neumeier polarizes them 
into two groups and applies gender description to the types. After exploring why one 
consumer may love a product and the other hate it, Neumeier made the following 
assessment, 
A little more delving revealed a fundamental split between 
two main personality types, those who relied mostly on hard 
information (facts) to make a purchase, and those who relied mostly 
on soft information (feelings). 92 
The importance of building a relationship is addressed by Fortini-Campbell. The 
author defines what she refers to as 'the 'sweet spot,' as the point when insight into both 
a consumer and a brand is achieved.93 The development of this personal relationship is 
also advocated by Gareth Williams, 
But to succeed, brands must trigger an emotional response 
in the mind of the consumer by appearing to fit the environment 
where they are encou.ntere~. Brands and their meanings are formed 
as much by consumers as they are in the boardrooms of marketing 
executives, on the computer monitors of product designers, or in the 
television studios of advertisers. 94 
Experience 
Experience is another aspect of a branding program that creates value. One author 
who addressed the importance of user-experience in the market place is Tom Kelly in his 
book, The Art of Innovation: Lessons In Creativity From IDEO, America's Leading Design 
Firm. 
More and more of our work seems to reinforce the notion 
that no matter what the product or service might be, ultimately it's 
about some sort of human experience. 95 
Another important point Kelly stresses is the need to think beyond the immediate 
end result. According to Kelly, one achieves this by thinking in terms of verbs not nouns. 
91 Ibid., 16. 
92 Neumeier, 105. 
93 Fortini-Campbell, iii. 
94 Williams, 10. 
95 Tom Kelly with Johnathan Littman, The Art of Innovation: Lessons In Creativity From 
IDEO, America's Leading Design Firm (New York: Doubleday, 2001 ), 200-201. 
24 
It means not focusing too much on the object or artifact: 
The new product, the big report, the latest ad campaign, 
the remodeled store. Everybody's in the business of creating 
experiences, so focus on the verbs, the actions. The goal is not 
a more beautiful store. It's a better shopping experience. And 
creating more value for your brand.96 
Kelly offers the travel business as an example, stating that the travel industry has 
transformed itself from being about hotel reservations, airline ticket sales and rental cars 
to the "experience" of adventure travel. 97 There are now adventure travel packages that 
draw from an audience that is "seeking authentic or meaningful experiences." Kelly cites 
that while tourism has an annual growth rate of less than 5 percent, nature and adventure 
travel have a growth rate of 30 percent. 98 
By turning your product or service into an experience, you 
just might find a market you didn't know existed.99 
Brand management 
Jack Trout addressesthe importance of developing a program beyond brand 
recognition. It is the process of maintaining a relationship, or in other words, Brand 
Management. 
What makes a company strong is not the product or the 
service. It is the position it owns in the mind. The strength of Hertz 
is in its leadership position, not the quality of its rent-a-car service. 
It's easier to stay on top than to get there. 100 
Once one has moved beyond brand awareness how does a company or organization 
maintain brand loyalty? Maurizio Marchiori, the advertising and communications director 
of Diesel, addressed this issue. He asserts that once brand awareness was no longer a 
major concern for Diesel, product quality became the main focus. Marchiori states, "We 
must give back to the product what has been neglected in the past for the sake of the 
brand awareness and without forgetting historical values of our Brand. 11101 
Another issue recognized by Trout was the importance of an organization's 
structure and management in maintaining a successful brand. 
% Ibid., 195. 
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... The reality of marketing is that a market consists of 
consumers strongly or weakly held by a range of competitors. A 
marketing campaign, therefore, consists of holding on to your 
customers while at the same time attempting to take customers 
away from your competitors. 
That's what differentiation can do. It's not just about 
knowing your customers. It's about knowing you. 102 
The story of the Digital Equipment Corporation as told by the firm Sametz 
Blackstone Associates serves as an example. Digital Equipment Corp. hired Blackstone 
to assist the company in restructuring. 103 The problem for the company was that while 
they had several successful products, the public appeared to not to make any associations 
between the products and the company. This meant that the company had to rely solely 
on the success of individual products for growth and profits. 104 Research demonstrated that 
a strong company brand under which all products would be linked would bring loyalty and 
higher prices to the company. 105 
A second issue was how to effectively deal with promotional materials. One 
problem was that promotional pieces were often targeting the wrong audience. A second 
problem was that the pieces did not have a unifying vjsual system. When they were put 
together it was difficult to determine that they came from the same company. 106 
Another problem was with the organization of the company. It had undergone · 
a restructuring that divided the business into individual units working autonomously. 107 
Sametz made the following assessment: 
The story is not so much about design the way we usually 
think about it ... lt's about process, and making communication effect 
change. About making it global. About getting people on board and 
invested in the product and the process - those who commission and 
those who make ... [the process] demonstrates that design can truly 
be strategic; it's not cake icing. 108 
If a branding program is going to be effective it also has to become part of the company 
structure. As Reis and Trout testify, 
It's not enough to find that brilliant tactic which you've 
102 Trout and Rivkin, 32. 
103 English, 13-17. 
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turned into a powerful strategy. You also have to turn your own 
company on if your program is to work. 
You have to get everyone excited and enthusiastic. You have 
to get everyone in the building pointed in the same direction.109 
Harry Beckwith points to the importance of goals as a directional force. He even goes as 
far to say that success is determined by purpose, not leadership. 
The purpose leads the employees and, in many ways, manages them, 
it instructs them what to do. The purpose in turn imbues them with 
a spirit that attracts prospects and clients; the purpose becomes the 
centerpiece of the marketing. Employees and clients come - and 
stay. People don't lead, purposes do.110 
Company philosophy and structure can undermine managing a brand value. When 
so much of the value rests with the relationship that is developed with consumers, 
losing touch with one's audience can be detrimental. Yet as noted in the previous 
example, dividing a company into autonomous units is also problematic. "Bottom up for 
planning and top down for execution" is the advice Trout and Reis offer an organization. 
Unfortunately they acknowledge that most companies do the opposite. 111 
Today m~rketersrealize that branding is not about stamping 
a trademark on anything that moves. It's about managing 
relationships between the company and its constituents, conducting 
a conversation among many people over many channels. 112 
Differentiation 
One of the primary elements in branding is differentiation. According to Neumeier 
differentiation is the essence of brand management. 
A brand, like Plato's horse, is an approximate yet distinct 
- understanding of a product, service, or company. To compare a 
brand with its competitors, we only need to know what makes it 
different. Brand management is the management of differences, 
not as they exist on data sheets, but as they exist in the minds of 
people. 113 
109 Al Reis and Jack Trout, Bottom-Up Marketing (New York: McGraw-Hill book company, 
1989), 164-167. 
110 Beckwith, 39. 
111 Ries and Trout, 188. 
112 Neumeier, 87. 
113 Neumeier, 3. 
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Jack Trout devoted an entire book to the concept, entitling it, Differentiate or 
Die: Survival in Our Era of Killer Competition. Trout refers to the concept of "brand 
science," a system developed by the agency Young & Rubican, to substantiate his position. 
The first step in this system is to differentiate. 114 The reason that differentiation is so 
important is that through this process the brand is defined and distinguished from all 
others. According to Trout establishing difference "is how brands are born and how they 
die," and their death is attributed to declining differentiation. " 115 
Trout quotes Sergio Zyman, a former marketer for Coca-Cola, to illustrate his 
point. Zyman acknowledges lessons learned when he states, "Advertising is supposed 
to communicate the benefits and differences of a brand ... [marketing] is a discipline, a 
science that positions your product in relative terms to your competition. " 116 Examples 
of this point are missteps Coke made in such campaigns as "The New Coke" or using 
animated polar bears to promote the beverage. Trout states that what was learned 
from these experiments reinforces the importance of differentiation. He quotes Zyman, 
"Company marketing should be more concerned about selling the product than jingles 
or signing up celebrities. " 117 Problems arise when a company strays from its message or 
abandons it entirely. 
Another pitfall Trout warns· companies against is trying to extend the brand beyond 
what it stands for. 
It is typical megabrand thinking where you hang your brand 
on as many related or even unrelated categories as possible. It's 
what we call "inside" thinking about a successful brand and how to 
make it bigger and better. 
Unfortunately, the only thinking that works in the 
marketplace is the "outside' thinking that works in the mind of a 
prospect. 118 
Trout offers General Motors, McDonald's and Gillette as examples to substantiate this 
warning. 
Auto manufacturer GM had 50 percent of the U.S. market when it produced five 
clearly different brands of cars. When the company attempted to expand each of the five 
brands they all ended up overlapping each other and competing for the same customers. 
Now the five brands are all quite similar and GM's percentage of the market is 30 
percent. 119 
114 Trout and Rivkin, 13. 
115 Ibid., 13. 
116 Ibid., 42. 
117 Ibid., 42. 
118 Ibid., 170. 
119 Ibid., 170. 
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Another example of over extending a brand is the food chain McDonald's. Trout 
notes that three of the attributes associated with McDonald's were inexpensive, fast 
service, and a kid friendly environment. When the company extended its product line to 
include pizza and chicken and made an attempt to appeal to an adult crowd, it became 
"slower and much less successful. " 120 
Approaching the idea of differentiation from another angle Trout offers the 
example of Gillette. Gillette holds 65 percent of the disposable razor market. 121 Instead 
of having a single brand of razors, Gillette created five different brands with distinct 
characteristics, Trac II, Atra, Sensor, Mach 3, and Good News. Rather than working against 
each other, the types of razors off er different attributes so Gillette can reach a larger 
audience. Trout points out how different brands within a company can complement each 
other rather than compete. 122 
The ultimate goal is to stay focused on what makes you unique. Trout sums up his 
point by stating, "The more things you try to become ... the more you lose focus ... You begin 
to cloud your identity ... minds [of the audience] lose focus. " 123 
The above examples speak to the importance of creating a position in the market 
and giving credibility to that position through consistency. Pavitt stresses that on~e . 
a company has established its brand it must maintain consistent quality in order to· 
effectively manage the brand .. 
Successful brand management starts with a deep understanding of 
what the brand means to customers and what drives choice. It then 
becomes clear that the role of the brand is to raise expectations 
in consumers' minds of specific benefits. These must be delivered 
on a consistent basis in order to build a franchise of satisfied loyal 
customers - the translation of brand choice "to be predictable and 
steady income for the firm, year in and year out. " 124 
This is not to say that consistency is not malleable. An example of the need for some 
flexibility is the global corporation. When a company is multi-national it is important to 
adapt to the region. 
The president of the Hellenic Institute of Marketing in Greece warns that even if 
a product has mass appeal, it can not be marketed the same around the world. 125 There 
needs to be sensitivity when dealing with diverse populations. 
120 Ibid., 171. 
121 Ibid., 174. 
122 Ibid., 174. 
123 Ibid., 171-172. 
124 Pavitt, 87. 
125 Trout and Rivkin, 188. 
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Although a product concept may be universal, it must 
be adapted to differences in local culture, legislation, and even 
production capabilities. Consumers' interests and needs are not the 
same everywhere. 126 
While Brands have their associations and meaning, it is also important to manage 
the brand in such a way that it is adaptive to the different environments. Jane Pavitt 
stresses the importance of this effort: " ... both company and consumer behavior indicates, 
brand image is a vulnerable concept, susceptible to social and local interpretation, which 
can be good or bad for the value of the brand. " 127 
In his essay, "Wolf Brands In Sheep's Clothing," Russell W. Belk profiles the efforts 
of multinational companies to associate themselves and become part of the regional 
and local communities. 128 It is an effort that attempts to personalize the impersonal 
huge corporations. Companies play on their international recognition while building 
additional in-roads by adopting local attributes. Using McDonald's as an example, Belk 
lists several efforts the company has made in promoting community building. One way is 
by encouraging franchises to 'support popular community causes' and 'to establish local 
Ronald McDonald houses for hospitalized children. " 129 
Another effort the company makes is to modify its menu to appeal to local tastes. 
There are teriyaki burgers in East Asia, mutton in India, salmon in Norway, egg in UrtJguay 
- all adhering to the McDonald's brand, Maharaja Macs, McLaks and McHuevo. Belk notes 
that these are not the only menu accommodations the corporation makes. He cites that 
the free soup with lftar (post-sundown) meats were available during Ramadan in Ankara 
in 1996. Belk describes how in 1992, the year of the monkey, the McDonald's in Singapore 
had for sale "four plastic monkeys: Lucky Lucy, Longevity Larry, Rich Richie and Happy 
Harry. " 130 These attempts to integrate into the local culture were so successful that 
according to Belk, "a group of Japanese Boy Scouts traveling in the United States were 
amazed to find a McDonald's in Chicago" and "many people in Hong Kong are also unaware 
of McDonald's foreign origin. " 131 
Focus 
Focus is a key element for strategy. While authors Ries and Trout acknowledge the 
126 Ibid., 188. 
127 Pavitt, 51. 
128 Russell Belk, ''Wolf Brands in Sheep's Clothing," in Brand New (Princeton: Princeton 
University Press, 2000) 68-69. 
129 Ibid., 68. 
130 Ibid., 68-9. 
131 Ibid., 68. 
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challenges in staying focused, they emphasize the fact that it is necessary for long-term 
success. They use the following analogy to illustrate their point. 
Focus is a powerful concept to put into practice because 
it is the exact opposite of human instincts and behavior. A field 
commander is under pressure to put out a plethora of small fires. So 
he dispatches a squad here, a company there. When the moment 
of truth arrives he no longer has the preponderance of force needed 
for victory. 132 
One way to stay focused and to effectively communicate a message according to 
Jack Trout is to oversimplify. He claims this is particularly effective with audiences who 
dislike complexity and confusion. 133 
Some of the most powerful programs are those that focus on 
a single word. (Wells Fargo: fast. Volvo: safety. Listerine: germ 
killing.) 
The lesson here is not to try to tell your entire story. Just 
focus on one powerful differentiating idea and drive it into the 
mind. 134 
Reis and Trout promote the notion of working with ideas that already exist. They 
warn against attempting to change peoples' minds. It is twice the work and most often 
ends in failure. 
You can't fight city hall. You can't fight the marketplace. 
The objective of your marketing programs should not be to change 
minds. The objective of our marketing programs should be to take 
"unfair" advantage of the ideas and concepts already lurking up 
there on the top of those necks. 135 
Reis and Trout qualify the word "unfair." Unfair is actually the marketing edge: According 
for the authors, the objective is not to change the minds of consumers but to work with 
perceptions that already exist. The challenge is to take a perception and make it work. 136 
Marty Neumeier also weighs in on the importance of staying focused. 
Even in the best of times, the principle of focus is a hard 
mistress, demanding fidelity, courage, and determination. And when 
a company faces additional pressure from stockholder expectations, 
political in-fighting, unexpected competition, or changes in 
132 Ries and Trout, 56. 
133 Trout and Rivkin, 77. 
134 Ibid., 77. 
135 Ries and Trout, 124. 
136 Ibid., 124. 
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management, there's a temptation to extend the product line 
for short-term relief, even at the expense of its market position. 
Resist because the long-term survival of a brand depends on staying 
focused. 137 
Approach: The Democratic Party and Branding 
The challenge is to determine the brand of the Democratic Party and what program 
or study leads to making that determination. In their book Brand Leadership, David Aaker 
and Erich Joachimsthaler, offer suggestions on how to begin thinking about the different 
aspects to the brand that will lead to practical application. As quoted previously the 
authors separate the strategic from the tactical in relation to branding by associating 
brand image with the tactical and brand equity with strategy. 138 
Brand image is tactical-an element that drives short-term 
results and can be comfortably left to advertising and promotion 
specialists. Brand equity in contrast, is strategic-an asset that can 
be the basis of competitive advantage and long-term profitability 
and thus needs to be monitored closely from the top management 
or an organization. The goal of brand leadership is to build equities, 
rather than simply manage brand images. 139 
With th~s separation one can begin to focus on the different attributes in determining 
a brand. It is important not just to have a tactical plan but it has to be backed up by a 
long-term strategy. The authors emphasize this point when they write, 
To be effective, a brand identity needs to resonate with 
customers, differentiate the brand from competitors, and represent 
what the organization can and will do over time. Thus the strategic 
brand analysis helps the manager to understand the customer, the 
competitors, and the brand itself (including the organization behind 
the brand. )140 
The authors go on to state, "Identifying brand identity elements that differentiate 
and drive customer-brand relationships-is a first step toward creating a set of brand 
equity measures. " 141 The question then becomes how does one go about trying to 
determine what the brand image and the brand identity are. There are several authors 
who offer suggestions on finding answers to these questions. 
Author and marketer Lisa Fortini-Campbell offers the following advice in her book, 
137 Neumeier, 47. 
138 Aaker and Joachimsthaler, 7-9. 
139 Ibid., 9. 
140 Ibid., 40. 
141 Ibid., 9. 
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Hitting the Sweet Spot, 
You need to understand the facts of the marketplace: how 
big it is, whether its been growing, who the competition is, how 
they are positioning themselves, how successful they are, what 
trends are affecting the market and, in the broad strokes, who the 
target consumer is, and how they see your brand. 
This is where surveys, industry statistics, opinion polls and 
the like can be helpful, they give you data-facts, things you need to 
form your own insights. This is your foundation; the solid facts on 
which your larger insights will rest. 142 
A survey alone will not tell you all you need to know. Tom Kelly issues a warning 
about just treating people like statistics. 
In these days of click through demographics and detailed 
buying patterns, too many companies assume that the answers 
will be electronic, that everything worth knowing will be assigned 
scientifically determined percentages. But this assumes you know 
the right questions to ask. And it forgets that outrageous new 
products and ideas recognize that people are human. 143 
When interacting with a group listening is key according to Kelly. Through the 
activity one develops empathy for the listener. Kelly describes the benefit of this process 
in the following statement, 
It's about rediscovering why you're actually in business, 
whom you are actually trying to fulfill. Companies periodically need 
an empathy check. Often they fall into the trap of responding to 
what seems to be market needs: introducing new features simply 
because other companies are introducing new features. 144 
The personal interviews are not only to reinforce or challenge the results of the 
questionnaire but are a tool to get to know the audience better. In their book, Bottom-Up 
Marketing, Al Reis and Jack Trout, make the case for working "from the specific to the 
general, from the short term to the long term" in developing a plan for an organization. 145 
Applying the terms tactic and strategic to this plan the authors distinguish between a long 
term objective, a strategy, and short-term efforts, tactics. 
This parallels Aaker and Joachimsthaler's statements of a brand equity being a 
142 Fortini-Campbell, 58. 
143 Kelly with Littman, 41. 
144 Ibid., 41. 
145 Ries and Trout, 10-12. 
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strategy or a long-term plan while brand image is tactical, for the short term. While a 
survey can supply information that applies to the here and now a different approach is 
needed to extract more in depth information. 
A prescription Reis and Trout offer for "finding a competitive mental angle" and 
that is what they call going down to the front. "Going down to the front means putting 
yourself in a position to explore what customers and prospects might be thinking. " 146 
Marketer Fortini-Campbell stresses the need to make a personal connection. Success 
in marketing and advertising is the result of making things "better or easier" for the 
customer. 147 She states that two key types of information are required to achieve this: 
"1. Who our customers or prospects really are. 2. How they look at life. " 148 In order to 
fulfill these goals, one needs to make contact and experience the life of one's customer. 
Fortini-Campbell states that understanding does not come from books or reports but 
through personal involvement. "Immersing yourself in the lives of other people means you 
have to get out there with them, into the places they live, work, shop and play. " 149 
The approach to determining the brand of the Democratic Party in this study is 
three-fold, a questionnaire, personal interviews and attending events. The objective 
of the questionnaire is to determine a tac~ical approach. As Aaker and Joachimsthaler 
stated, "Brand image is tactical-an element that drives short term results." Determining 
what are the issues that are most important to Democrats is the first step in Lisa Fortini-
Campbell's, "understand[ing] the facts of the marketplace." This is the quantitative 
analysis of this thesis. The objective of the personal interviews and attending events 
is to determine brand equity. Again referring to Aaker and Joachimsthaler, "Brand 
equity ... is strategic-an asset that can be the basis of competitive advantage and long-
term profitability." For a strategic approach conducting interviews were done in effort 
to determine brand equity. These efforts were attempts to follow Fortini-Campbell's 
prescription of, "Immersing yourself in the lives of other people ... [by getting] into the 
places they live, work, shop and play." This is the qualitative approach to this thesis. 
Observing what issues were receiving attention both in the media and at caucus 
events assisted in developing the questionnaire. The Iowa Democratic Party Platform 
was also reviewed for key issues. 150 The statements were chosen with the assumption 
Democrats would have an opinion about the issue. I attempted to avoid any loaded 
words that would skew a response in one direction; wordsthat are used to polarize issues 
in formatts such as 24 hour cable "news" shows or talk radio. The questionnaire was 
developed from these criteria. 
146 Ibid., 24. 
147 Fortini-Campbell, 25. 
148 Ibid., 25. 
149 Ibid., 51. 
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Summary 
The questions this thesis attempts to address are, can the Democratic Party be 
branded? What is the brand? The literature review of this thesis delves into the question 
of what a brand is. (Figure 19) Branding is a term that incorporates both tangible and 
intangible elements. The tangible elements are product, logo and identity system. From 
an in depth discussion of branding intangible qualities emerge and can be grouped into 
four key attributes: brand image, core values, experience and emotion. (Figure 20) The 
challenge is to extract these attributes from the Democratic Party in order to determine 
what the brand of the organization is. 
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CHAPTER 3: METHODOLOGY 
The methodology for this thesis incorporated a triangulated data collection design, 
using quantitative and qualitative approaches. The three parts to this approach are 
observation at election related events, a questionnaire and personal interviews. In his 
book, Starting Research, Roy Preece differentiates quantitative and qualitative research 
by setting them up in opposition to each other. After devoting an entire section to 
explaining the individual strengths of each approach, Preece concludes with the following 
statement, 
While conflict often usefully serves to highlight principles, 
there is usually much value in accommodation and the two 
approaches, qualitative and quantitative, are increasingly 
seen as being complementary. 151 
With quantitative measurement one can draw conclusions as to patterns in 
how groups respond to questions. While this approach can provide numbers to build 
assumptions, it does not tell why. Interviews and observation allows for personal 
responses, follow up questions and context. The qualitative approach can probe into the 
issues at a greater depth. Referring back to Preece's statement, the two approaches are 
complementary and round out a study. 
The application of quantitative and qualitative methodologies to branding and the 
Democratic Party lead to associate the quantitative approach with determining tactical 
objectives and the qualitative approach with determining the strategic objectives. 
The tactical objectives for the Democratic Party are the topical issues where there is 
agreement with the members. The strategic objectives are the core values which are 
brand equity. 
Three methods were implemented for collecting data for this thesis. One 
approach was attending Caucus and election-related events in Iowa. This took place from 
August of 2003 and continued into the spring of 2004. 152 The rational for this approach 
was participant observation: observing who and how many attended these events, and to 
observe their interactions. 
The second form for collecting information was a self-administered 
questionnaire. 153 A four-part questionnaire was developed in August of 2003. The first 
part was a series of ten demographic questions, followed by two sections of ranking 
151 Roy Preece, Starting Research: An Introduction To Academic Research and Dissertation 
Writing (London: Continuum, 1994), 43·44. 
152 A list of the events attended is in Appendix I. 
153 A copy of the questionnaire is in Appendix II. 
36 
questions. The first ranking sections asked the participant to determine if they strongly 
agreed, agreed, are neutral, disagreed, or strongly disagreed to a series of 20 statements 
dealing with issues and current events raised in the 2004 election process. The second 
section asked the participant to rank the same issues, presented in a more generic form, 
in order of importance. Thirteen domestic items were listed followed by six international 
items. At the end of the questionnaire was a statement inviting the participant to make 
any comments they wished to record. 
My objective with the questionnaire was two-fold. One was I wanted to know how 
people responded to the questions. Two was that I wanted to see what the similarities 
and differences were in the response patterns. The questions I am interested in are the 
following: 1. Is the Democratic Party too diverse to be unified? 2. Are there certain issues 
on which there is agreement within the party? 3. What are they and where, if any, were 
the differences within certain groups based on th~ profiles of the respondents? 
The third method used for gathering information was the personal interview. 
Individuals were invited to participate in an interview and the same eleven questions 
were asked each participant. The responses to each question were recorded by hand. 
Consideration was given to focorporate a video recorder or tape recorder but rejected 
because of the disruption cased by the device. I didn't want to create an environment 
where people were acting for or overly conscious of the camera. 
Population and Sample 
People who are active in the Democratic Party in Iowa were the population for this 
research. The decision to focus on this group was made because they are the backbone 
of the party. These are the people who are loyal to the party, get the message out and 
work to register voters. Within the context of an organization this group is what author 
David Aaker refers to as committed customers. In his book, Managing Brand Equity: 
Capitalizing on the Value of a Brand Name, Aaker devotes a section to categorizing levels 
of brand loyalty. 154 He creates a pyramid made up of various levels of brand loyalty. At 
the top of this pyramid is the category of committed customers. He describes this group 
in the following statement, 
They [committed customers] have a pride of discovering 
and/ or being users of a brand. The brand is very important to 
them either functionally or an expression of who they are. Their 
confidence is such that they will recommend the brand to others. 
The value of the committed customer is not so much the business he 
154 David Aaker, Managing Brand Equity: Capitalizing on the Value of a Brand Name (New 
York: The Free Press, 1991 ), 34-44. 
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or she generates but, rather, the impact upon others and upon the 
market itself .155 
Quantitative Analysis: Self-Administered Questionnaire 
The first section of the questionnaire was set up so that the responses could be 
evaluated with a statistical design. The first question I asked was who is the target 
population of this questionnaire? The answer was Democrats. Democrats were being 
asked to respond to 20 statements invovling government policy. Based on the target 
population and the topic of questions, the assumption was that response patterns would 
be skewed. The structure of the first section, strongly agree ... , was implemented in order 
to test that assumption. An appropriate statistical design for a skewed distribution is chi· 
square. 156 
The chi-square is a non-parametric method for analyzing data. According to 
Roy Preece, "They [non-parametric methods] do not discriminate between very small 
differences but are appropriate for the simpler forms of data, the nominal [particular 
attributes] and the ordinal [ranking, putting in order]. " 157 Measuring the chi-square by 
comparing items will determine if the responses are independent of chance or are due to 
chance. The value of chi-squared is compared with a predetermined alpha value.· There 
are several levels of alpha values ex .. 05, 95 times out of a 100, .01, 99 times out :of 100. 
The alpha value for the evaluation of the responses for this questionnaire was been. 
set at .05. The degree of freedom (df) for this section of the questionnaire is 4. 158 The 
value for df for a one tailed test is 7.78. This means that the sum of chi-square will have 
to be greater than 7. 78 in order to be statistically significant. 159 Any value less than 7. 78 
means that the results are due to chance. For the statements where the fields had zero 
respondents a one was substituted to correct for mathematical distortion. 
The second section was created to test the validity of the responses. The purpose 
was to confirm the responses of the first section. The topic of the statements from the 
first section were condensed into a word or phrase and the respondent was asked to rank 
them in order of importance. The results of the two sections would then be compared for 
similar responses. The function of the third section was to allow respondents to make any 
comments they felt necessary. 
155 Ibid., 34-44. 
156 The consultant for developing the questionnaire and analyzing the results was Lowry 
Fredrickson, PhD. in Educational Psychology with a specialization in test and measurement. He 
taught the subject for 34 years. 
157 Preece, 182. 
158 The degree of freedom (df) formula is referenced in Appendix Ill. 
159 This is a value from a statistical reference chart. 
Richard P. Runyon and Audrey Runyon, Fundamentals of Behavioral Statistics (Reading: Addisin-
Westly Pub. Co., 1967), 252. 
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There were two methods for distributing the questionnaires. The first method was 
giving surveys to people who, when asked, identified themselves as Democrats or attended 
a Democratic function. There was one exception to this method. Surveys were dropped 
off at the Union Hall in Cedar Rapids and the secretary there distributed them into 
mailboxes. The second method was a mass mailing. One hundred three questionnaires 
were sent out to state party chairs from a list provided by the Iowa Democratic Party. A 
stamped envelope with a return address was included in the mailing. 
Qualitative Analysis: Participant Observation and Personal Interviews 
Interviews, attending events and observing the process were the qualitative 
component of this thesis. In effort to 'go to the frontlines' I attempted to experience the 
party from a variety of perspectives. I attended election and Democratic Party related 
events starting in August of 2003 and continuing to the present. 
Participant observation 
The events attended were chosen for a range in type of event, for variety of 
location and my ability to gain access. Knowledge of these activities came from web 
calendars. 160 There were several ways to access information as to where and when the 
events were being held. One was the Iowa Democratic Party web site. It has a calendar 
that allows groups to post their events. Another venue was newspapers, such as the Des 
Moines Register. The Register would list candidate visits. A third source for information 
was the campaigns themselves. The campaigns can purchase Democratic member lists 
from a variety of sources, one being the Iowa Democratic Party. This allows them to 
contact members via mail or phone. 
Personal interviews 
I conducted 15 separate interviews with people who identified themselves as 
Democrats. Thirteen of the 15 interviews were one on one, while two of the fifteen were 
with married couples. The reason two sets of couples were interviewed was that they 
worked closely together and there was a comfort level to be interviewed together. The 
result was interesting in that it allowed for a female/male perspective/dynamic to be 
observed. 
The same 11 questions were asked of each participant. Each interview began by 
asking them to describe their involvement with the Democratic Party. The objective of 
160 The Iowa Democratic Party web site was useful for accessing what events were taking 
place where across the state up until November. The site requires sponsoring group to post their 
event. Perhaps this was unnecessary after November. Being on candidate mailing lists provided 
the most information in regards to event and information notices. 
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this question was to get a sense of how long and at what level the participant identified 
with the organization. 
The next three questions were taken from Marty Neumeier's The Brand Gap. In 
this text he advises people developing a brand to ask three questions formulated by brand 
consultant Greg Galle. The three questions are the following: "Who are you? What do you 
do? and Why does it matter?"161 According to Neumeier, these three questions "provide 
a litmus test for what makes you different what gives your company its raison d'etre. " 162 
These questions were formatted for this thesis as 'Who is the Democratic Party? What 
does the Democratic Party do? and Why does it matter?' These three questions are geared 
toward determining core values. 
The next question was "what is the role of leadership?" This question was meant 
to determine the source from which the participants perceived the party to becoming. Is 
the agenda driven by the people/members or by the leadership? The question is tied to 
brand image. 
Question five was "are beliefs compromised for electability?" The objective of this 
question was to provoke some sort of response in regards to how the participant viewed 
party leadership. Two underlying questions are: How much do voter's compromise? Do 
the compromises made by leadership undermine the party? These latter two questions 
. were not specifically asked and this allowed for the original question to be left to 
interpretation. This question is also related to brand image. Do the issues of electability 
and compromise erode the brand image because there is a lack of differentiation? 
The next question dealt with what could conceivably be interpreted as the mission 
statement of the Democratic Party, "how important is the party platform?" The party 
platform could be interpreted as a mission statement. It is a written document stating 
the party's objectives. The question was intended to determine how respondents value or 
relate to the party platform. Again this question is linked to brand image. 
The following three questions were asked in order to get at the participant's 
experience of the party. What is your first memory of the party? What is your most 
positive association or memory with the party? What is your most negative? The questions 
are meant to probe individual experience and the emotional connection with the 
Democratic Party. Marc Gobe has explored the concept of Emotion branding and describes 
it as the following, 
By emotional I mean how a brand engages consumers 
on the level of the senses and emotions; how a brand comes 
to life for people and forges a deeper, lasting connection. 163 
161 Neumeier, 31 . 
162 Ibid., 32. 
163 Marc Gobe, Emotional Branding (New York: Allworth Press, 2001 ), p.xiv. 
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The author expands on this idea with the following statement, 
Emotional Branding provides the means and methodology 
for connecting products to the consumer in an emotionally 
profound way. It focuses on the most compelling aspect 
of the human character; the desire to transcend material 
satisfaction, and experience emotional fulfillment. A brand 
is uniquely situated to achieve this because it can tap into 
the aspirational drives which underlie human motivation. 164 
The final question was why are you a Democrat? The purpose of the question was 
to see if the respondent would reaffirm what was previously mentioned or state something 
different. (Figure 22) 
164 Ibid., xv. 
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CHAPTER 4: RESULTS 
The Self-Administered Questionnaire 
Profile demographics 
The total number of questionnaires collected was 136. Seventy-two came from 
the random collection method. Of the 103 questionnaires sent to county chairs, 64, 
were returned filled out to a level of completion that could be of use. Table 1 shows the 
demographic break down of the questionnaire respondents. There are two issues that 
need highlighting. One is that it was pointed out to me that I included the ages 25, 35, 
45 and 55 in two categories. Unfortunately it was called to my attention after I mailed 
out over 100 questionnaires. This was an error that was missed by both proof -readers and 
the ISU Human Subjects Research Review. I have decided to let the respondents decide 
whether they consider themselves a young or an old 25, 35,45 or 55. The second fact to 
be aware of is that not every participant answered every question. When the responses 
don't add up to the total amount of participants this is why. This was also the case for 
demographic information. An example of this is 7 individuals did not indicate their sex; 
therefore the breakdown on the informational chart is 84 male, 45 female. 
Responses to the questionnaire were compiled into the following categories: total 
responses, event/personal distribution (random), mailings to county chairs, male, female, 
age, union, non-union, urban and rural. Other attributes such as religion, education and 
Party affiliations were not included in the break down of catagories. 165 The responses 
were so varied in number and not consistent in description that it was pointless to 
attempt to draw any conclusions. 
Some general observations can be made from the responses to the demographic 
profile. There were almost twice as many male n=84 respondents as female n=45. The 
largest age concentration is 45-65 n=66. There was close to an even split between urban 
(61) and rural (70) respondents. Of the 26 people who identified themselves as Union 
members 3 were female. Nine of the Union members said that they resided in an urban 
area while 16 indicated they lived in a rural area. 
As stated above, 72 of the surveys were randomly distributed at events and 64 
were returned from a county chair mailing. A demographic break down of these two 
groups is in Table 2. There were more male respondents from the county chairs group. Of 
the county chairs who responded, 47 identified themselves as male, 14 female, 49 non-
union, 15 union, 10 urban and 52 rural. There were a greater number of union responses 
165 A list of the education, religion and years of Party affiliation responses are in Appendix 
IV. 
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from the county chairs. Rural respondents came mainly from the county chairs. Fifty-
two identified themselves as rural while 10 were urban. It was almost a reverse for the 
random with 50 from urban areas and 18 from rural. County Chairs out numbered the 
random in age categories 35-65. The greatest concentration fell into the 45-55 age group. 
First ranking section 
Responses were tallied and put into percentages. Percentages were used for ease 
of interpretation. For example there are not an even number of males to females and 
union to non-union and so forth. When comparing the data it simplifies the process to 
look at percentages of the groups rather than actual numbers. Percentages were applied 
to total for consistency. 166 
One general observation is that there was a remarkable amount of agreement 
on issues across the board. Nineteen of the 20 questions had a skewed distribution. 
One exception was question 7. While the response pattern was still not normal, it had 
the anomaly of being skewed on both sides. When there is a notable difference in one 
subgroup compared to another, it is usually a difference of strength in agreement (ex. 
strongly agreeing vs. agreeing) or disagreement (ex. disagreeing to strongly disagreeing) 
rather than a shift from one end of the spectrum to another. Overall the respondents 
appear to shift as a group and the responses move from agreement to disagreement. 
In the effort to determine what are the top concerns for Democrats, the three · 
highest total percentages were highlighted. The rational for this focus is that these are 
the issues about which the respondents felt the strongest. While many may have agreed 
on a variety of statements, strongly agree implies a strength in commitment. The top 
three issues people strongly agreed with as a total were statements 2, 11 and 5. (Table 3 
for total break down refer to Appendix V) 
#2. Public education is vital for equal opportunity in a democracy. 
#11. Social security should not be privatized. 
#5. Every citizen should have access to affordable healthcare. 
Two of the three were within the 3 top of each subgroup. When the third wasn't in there 
it was replaced by one of the following statements 12, 4 and 5. (Table 4) 
#12. Government regulations are necessary to protect the environment. 
#4. Taxation should be proportionate with income. 167 
166 Appendix V and VI have the complete list of subgroup percentages. 
167 While there was strong agreement with question four (in the top three for females and 
age 66+), the wording of the statement is problematic. The statement was meant to imply fair 
taxation but there is the implication of the flat tax proposal with the use of 'proportion.' Several 
respondents noted that they supported progressive taxation in an attempt to clarify their position. 
The item should be thrown out because of the confusion. 
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#6. The principle of individual rights must be protected as stated in the Constitution. 
The top three statements respondents strongly disagreed with were 13, 14 and 17. (Table 
5) Each of these appeared in the top three of each sub category. 
#13. Defense spending is in balance with domestic needs. 
#14. The United States is prepared to meet future energy needs. 
#17. All foreign policy should begin with self-interest. 
The next step was to test the legitimacy of any conclusions based on the 
responses. In order to this it had to be determined whether the responses were 
statistically significant or due to chance. To begin the analysis three sets of statements 
were selected and the chi-square function was preformed. (Appendix V) The first sets of 
statements were items 13 and 18, the second 14 and 17 and the third 15 and 19. (Table 6) 
Items 13 and 18 were paired together because the response patterns were across 
the spectrum. Statements 14 and 17 were chosen because of their potential relationship. 
There was discussion of an energy crisis in the summer of 2003 and the United States went 
to war in an oil-rich part of the world. Statements 15 and 19 were chosen because both _-
involve participating in ·international regulations. The results of all three comparisons 
proved to be statistically significant therefore- the way the participants responded 
were not due to chance. The strong agreement in responses across the survey is not 
happenstance but rather verifiable agreement. 
The second step in performing the chi-squared analysis was choosing subgroups for 
comparison. The objective in comparing these groups was to see if there were significant 
differences in their responses or that the differences between the groups were just due 
to chance. There were two criteria for selecting comparison groups. One was looking 
over the data for differences in responses. The second was focusing on statements that 
received the highest total responses in the strongly agree or strongly disagree fields. The 
following categories were grouped together in order to determine statistically significant 
differences in opposition, male to female, union to non-union, urban to rural and county 
chairs to randomly distributed questionnaires. 
Thirteen questions were selected and 38 chi-square functions were performed. 
For questions 2, 5, 7, 8, 9, 10, 11, 12, 13, 14, 15, 17 and 18 there appeared differences 
between the sub-groups that had the potential to be statically significant or independent 
of chance. While 30 of the sub-group comparisons proved to be due to chance, 8 were 
independent of chance. In other words while there was no considerable difference in 
responses between the 30 subgroups selected, 8 of the subgroups did have noteworthy 
variation in responses. (Table 6) The 8 originated from questions 9, 11, 13, 15 and 18. 
The responses for random/county chairs and union/non-union were independent of 
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chance for item 9, "An affirmative action policy should be adhered to in order to assure a 
level playing field." 
While there appeared to be some difference between male and female responses 
(the males seemed somewhat more supportive while the females somewhat more neutral) 
the differences were not significant. The differences between the random and county 
chairs did prove significant. The county chairs agreed more with the statement while the 
random respondents were more neutral. The differences between union and non-union 
were also significant. While the union had more respondents who disagreed with the 
statement, they also had more respondents who agreed or strongly agreed. Non-union 
respondents were more neutral. 
Statement 11, Social Security should not be privatized, received the 3rd highest 
total percentage for the strongly agree category. There appeared to be differences 
between all subgroups but the only one that was statistically significant was the rural 
to urban responses. The rural responses were more concentrated in the strongly agree 
category. 
Statement 13, defense spending is in balance with domestic needs, had the znd 
highest percentage for the strongly disagree category. Of the four subgroups only the 
male to female had a significant difference in response patterns. Females had a higher . 
percentage of respondents who strongly disagreed with the statement. While males also 
disagreed with the statement there was also some agreement. 
Statement 15, trade agreements are effective for bargaining power between 
countries, was chosen because of the potential difference in responses from union to non-
union. The difference was significant. 
The variance in responses for statement 18, employers should be prosecuted for 
employing illegal immigrants, was significant for 3 subgroups. County chairs, rural and 
union groups agreed with this statement more than their counterparts. 
Based on the results of the first section of this questionnaire there are some 
issues where there is difference. Trade agreements are an issue for unions. Differences 
also appear in immigration issues. Yet overall the disagreement in response patterns is 
overwhelmed by the agreement. Nineteen of the 20 questions have response patterns 
that follow the skewed distribution graph of Appendix Ill (flipped if the skew is toward 
the negative.) Question 7 is the anomaly where it is skewed on both sides but still is 
not a normal distribution. Overall, the participant response patterns had much greater 
similarity than difference. 
Second ranking section 
The second section of the questionnaire asked participants to rank the importance 
of listed items. This proved to be problematic for some respondents. The total response 
45 
percentage was around 88%. Almost 12% of the respondents did not do the rankings for 1-
13. Insight as to why this may have occurred appeared in the comments. Respondent No. 
29, "They are all important and doable at the same time." Another comment- was made 
by No. 85, who marked 1 by all of the items, "Can't drive a car with a wheel missing." 
Probably the most candid response was from No. 77, who wrote next to the blank section, 
"Sorry, this would hurt my brain." 
The primary objective of the second section was to see if the rankings 
corresponded with the outcomes of the previous section. Overall again there was 
remarkable agreement in the ranking order of the different groups. 168 Some notable 
exceptions to this were certain issues for particular groups such as age and social security, 
union and non-union for the economy and taxes, health for the age 18-25 and men and 
women on the issues of defense and taxes. 
The top 3 total issues for the number 1 and 2 rankings were the economy, 
education and healthcare. For the 3rd ranking the issues were education, healthcare and 
the environment. (Table 7) With a few exceptions the subgroups followed this pattern. 
The top issues that were ranked the highest for number 11 were Crime, Taxation, 
Separation of Church and State and Affirmative Action. For number 12 the issues with 
the greatest percentages were Crime, Affirmative Action and Separation or Church and 
. State: The very last ranking, 13, h~d the highest percentages in Separation of Church and 
State, Defense and Affirmative Action. (Table 8) Again, for the most part, these tended 
to follow across the subgroups. 
Comparing these results with those from the first section one can see overlap. 
Education and healthcare were issues that appear to be of primary concern based on the 
responses of sections one and two. The environment also ranked high in both sections. 
Defense ranked toward the bottom of the list in section two and in section one there 
was the second highest percentage of strongly disagreed responses to the statement that 
'defense spending is in balance with domestic needs.' It should be noted that all the 
questionnaires were returned by the end of 2003. 
Comments section 
The comment section also provides meaning for why certain issues ranked high.169 
The following provide some of the reasoning behind the results of the two sections: 
As a Democrat I believe in promoting the general welfare 
168 Appendix VI has the complete list of subgroup numbers. There was a separate ranking 
for foreign policy issues. Events have changed so since this questionnaire was distributed that it 
makes it difficult to draw any conclusion except that there was similarity in ranking. These tables 
are in Appendix VII. 
169 Appendix VIII has the complete list of comments. 
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- giving a chance to people of all races, creeds, ethnic 
backgrounds an opportunity to succeed. I abhor the gre~d of 
big business. Free speech and openness in law making and 
enforcement are important. 
- Respondent No. 4 
Need political power for job creation & education that will 
assist people getting involved in their communities. Need 
[sic] for assistance in rural development. 
- Respondent No. 6 
The Democratic Party should support government programs 
that meet the health, safety, education and human services 
needs of the poor. (e.g. Social Security, Medicaid, Medicare 
and Constitutional Rights relative [sic] to current culture.) 
- Respondent No. 55 
The Democratic Party is the- only real check we have against 
total corporate domination of our domestic and international 
policies. The Democratic Party is the major party that 
believes in "promoting the general welfare," as stated in the 
preamble of the Constitution. . . . 
- Respondent No. 83 
As a D [sic] I believe in fair taxes. I believe that we must 
have an excellent system of public education! We must 
continue our world leadership as the country of opportunity. 
- Respondent No. 93 
I am a Democrat because I believe in helping others achieve 
hope and opportunity. 
- Respondent No. 120 
Self-administered questionnaire summary 
The questions for this exercise were 1.) Is the Democratic Party too diverse to be 
unified? 2.) Are there certain issues where there is agreement within the party? 3.) What 
are they and where if any were the differences? The answer based on the responses 
is, no it is not too diverse to be unified. The first section significantly determined that 
education, healthcare, social security and the environment were issues that respondents 
felt strongly about. The second section added validity to these results. Education, 
healthcare and the environment were all ranked high in the second section. While 
there is notable differences with issues such as support for affirmative action and trade 
agreements, particularly for union and non-unions, there is still remarkable agreement in 
response patterns between the sub-groups. 
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Personal Interviews 
There were a variety of experience levels and ages within the interview group. 
Of the 17 inteMewees170 9 were female, 8 were male, 4 fell within the 18-25 category, 1 
within the 25-35, 1 within the 35-45, 6 within the 45-55, 2 within the 55-65, and 2 within 
the 66+. 
The levels of involvement and experience varied 3 were county chairs, 1 vice 
county chair, 3 precinct captains, 2 state representatives (1 from the House and 1 from 
the Senate), Chair of the Iowa Democrats, a paid campaign worker for Kucinich, Pres. 
!SU students for Dean, Dean campaign volunteer, and 4 voting Democrats. History of 
involvement varied mostly with age. The younger the participant, the less experience 
they had. 
While there were a variety of answers to the interview questions there were some 
themes and patterns in the responses. The italic headings refer to the questions asked 
while the subheadings are general summaries of the responses. 
Who is the Democrat Party? 
Working People 
In regards to the question, 'Who is the D~mocratic party?' the answers were both 
specific and general. Those who addressed the question specifically listed working people, 
unions, people concerned for education and the fiscally responsible. "Working people", 
"working class" and "working families" were the descriptions provided by the following 
participants: a male 35-45 age group, a female 55-65, a male 55-65 and a female 18-25. 
While six people identified unions, it was often with some qualification. Two interviewees 
said that Unions were not as strong as they used to be. One female 45-55 commented, 
"There is no longer a relationship between business and workers. There is a lack of 
loyalty and you can thank Reagan for that." She also commented that the media have 
made organized labor a target. Another interviewee stated that it is more of a stereotype 
than a reality to put labor with Democrats because many union members vote Republican. 
She cited the reason, "They believe that their taxes are going to be cut." Yet another 
inteMewee's comments were almost the opposite, saying that many blue-collar workers 
vote Republican because "social issues trump economic issues" for that voting population. 
People Committed to Education 
Associating the Democratic Party with education came in two forms. The first 
110 15 interviews - 17 interviewees A list of the interviewees is in Appendix IX. 
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was describing it as a population that was concerned with education. One interviewee 
described the Party as "advocates for education" another as being "pro-education" and 
two others as "people who are concerned about public education" or have "concern for 
educational opportunities." The other form was describing the members themselves as 
educated. One female 45-55 stated, "People who participate in the party are of a higher 
level of education. They are more exposed to the newspaper and the news in general." 
Others descriptions were "intellectuals - educated people" and "post-secondary 
educated." The latter, a female 25-35, added, "The intelligencia - the upper middle class 
with the fundamental belief that there should be a certain level of living." 
The Fiscally Responsible 
Four of the 17 interviewees commented that the Party was the more fiscally 
responsible. All four were male, one, 18-25, two, 45-55 and one 55-65. Two qualified this 
statement, one saying that the party has been that way for the last 20 years and the other 
saying that it was an attribute from the Clinton administration. 
People Who Value Fairness 
Fairness, equality and justice were reoccurring general descriptions that spoke 
to the values of the Party and its members. The term fairness was expanded on by one 
female 45-55 to describe economic and civil rights issues and being able ta participate in 
the system. She added, "Folks who care about social justice issues, fairness. Republicans 
care about self-interest." Two males 45-55 applied fairness to taxes. One stating, "The 
Democratic Party stands for those who benefit the most paying their fair share." 
People Who Value Equality 
Equality was another description. One male 45-55 commented that the Democratic 
Party was, "the party of equality, fair share - no special treatment." He added, "Equality 
- inclusion of different groups regardless of race, sex, religion, money and economics." 
Another male 55-65 stated, "it [the party] is not an institution. It is people of all shapes, 
sizes, genders and sexual orientation." A male 18-25 echoed this, "a group that stands for 
everyone. It is more inclusive." One female 55-65 responded that the party was, "People 
who believed in equal opportunity for everyone." Another female 18-25 stated that the 
party is, "equality - equal rights for everyone." 
People Who Value Social Justice 
Social justice was mentioned by several interviewees. The response of a male 66+ 
was, "People who have similar values, such as social justice." He continued, "Concern 
for the plight of the people who are disadvantaged which is significantly different from 
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the Republicans." One female, 45-55, stated the party, "values justice as well as liberty 
for all - unlike Republicans." A male, 55-65, stated that the party is, "voice to those who 
lack it." Another male 45-55 echoed this sentiment saying that the party was comprised 
of people who believe, "the folks who have some of the greatest difficulties don't get left 
behind - that society should care and look out for them." A female 25-35 responded that 
the Party is a belief that, " all people deserve a certain level of living - it is less of this is 
mine than this is all of ours." 
People Who Value Tolerance 
Related to social justice and equality was the notion that the Party is about 
tolerance. A male 55-65 described it specifically as, "the more tolerant Party." Another 
male 18-25 thought that the people of the Democratic Party, "tend to have open minds 
- [they are] choice oriented. What people do in their own homes is their business - that 
is what the country is about and what the Party stands for." Another male 18· 25 response 
to the question was, "People with progressive ideas for the future who aren't mired in the 
precedence of the past." 
In the process of defining who the Party is interviewees often described it in 
opposition to the Republican Party as evidenced from above. There were a few comments 
wherethis did not reflect positively on the Democratic Party. One female 18·25 stated, 
"right now - the Party is more obsessed with -getting the power back than standing for 
their ideals - that is why people are leaving. We're suppose to be the party of the people 
but currently we' re as bad as Republicans in terms of money grubbing." Another female 
25-35 commented, "as long as there is a focus on money Democrats and Republicans are 
basically the same." 
What does the Democratic Party Do? 
Elect Officials 
The next question, "What does the Democratic Party do?" spoke to specific tasks 
yet also elicited some of the same themes as the previous question. A female 45-55 
responded to this question pragmatically, "elects Democrats." Another female 45-55 
similarly answered, "Elect officials." A male 45-55 expanded on this function, "to attract 
quality people to office." Responding to the question in a more general sense the same 
interviewee stated, "the main thing - is to make it open, appealing and attractive to be 
part of political involvement." 
Fund raise 
Associated with the function of electing Democrats is the act of fundraising. 
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This issue brought forth two different perspectives. One female 45-55 interviewee 
described the local fundraising activities as being geared toward inclusion. The county 
Party attempts to keep events free to encourage participation. She stated that since 
they had changed the policy from selling tickets to donating what you wish, they had 
raised more money and increased participation. Another female, 66+, responded when 
asked what does the Democratic Party do, "send out a lot of requests for money - pester 
you to death." A more heated response came from a female 18-25 who stated that the 
Democratic Party was, "struggling to keep its head above water in competing for money," 
and in the process it was, "forgetting about all the people who need someone to stand for 
them." One male, 45-55, commented that, "money is overshadowing message," and that, 
"message should out weigh money." "Money buys influence and access," and that there 
is, "too much money in politics." 
Advocates for Equality and Social Justice 
Equality and social justice were two themes that reoccurred in the responses to 
the second question. In responding to what does the Democratic Party do, a female 45-
55 replied, "advocates for equality and protection of individual rights." A female 55-65 
answered, "tries to promote policies that will lead to equal opportunity for everyone 
regardless of their class or economit level." She added that another priority was, "to 
maintain diversity and choice for a wide range of people." One male 45-55 said that 
the Party works toward, "general equality," and "works toward the good of society as a 
whole." 
The issue of social justice was reiterated by a female 45-55 who stated, "provides 
a voice for social justice." The notion of social justice also came through a statement by 
a male 55-65, "to give voice and advocacy to those who lack it." 
A couple of respondents made a distinction of what the Party used to do as to 
what it does presently. A female 18-25 stated, "in the past it stood for common folk, blue 
collar and factory families who didn't have a lot of money." She was of the opinion that 
the pursuit of money was obscuring that goal. Another female 25-35 stated, "In theory it 
wants to promote social justice and a certain level of equality. Provide a safety net. In 
theory it wants to be an advocate for the less privileged." Ultimately the interviewee 
thought that the two Parties just "give the appearance of giving the electorate an 
option." 
There were optimistic perspectives to counter the doubtful. A male 18-25 believed 
that the Party worked to, "better the United States by providing the ideas and principles 
to accomplish that goal." Another male 18-25 defined the function in part by the 
opposition, "it [the Party] provides some means which the people can act on their ideas," 
and, "help stand up against conservative oppression." 
51 
Why does it matter? 
Empower the Less Powerful 
The third question, why does it matter, again spoke to issues of advocacy but 
also to maintaining a system of government. A male 55-65 said it matters because the 
Democratic Party is, "working to eliminate bigotry and discrimination." A female 25-35 
stated, "it gives those who have less resources the opportunity to unite and better their 
situation." Another female 45-55 responded, "It matters because it increases the ability 
of the less powerful to live fairly." One female 45-55 referred to religion as to why it 
matters, "looking out for your neighbors is in the Bible." Her husband 45-55 added, "In a 
society this wealthy we have to look out for everyone." 
Again there was the inclination to answer the question in juxtaposition to the 
opposition. A female 45-55 stated, "if not for the Party who would be leading the charge? 
Self-interest would rule the world. We need to look out for one another. There is an 
erosion of civil liberties, the environment and social justice programs." A male 45-55 
declared it mattered because it is, "important for good people to be involved so thatit 
is not just left to zealots." He quoted Edmund Burke, ''The triumph of evil occurs when 
good men (people) do nothing." 'Another male 66+ said that he was, "concerned with 
the religious influence in Washington and the effect on policy." His wife 66+ was more 
forthright when she stated that is mattered, "because the Republicans are destroying this 
country." A response from a male 45-55 was somewhat less harsh, "different things do 
happen when Democrats lead as apposed to Republicans." Democrats are "more open" 
and invite "more participation and inclusion." 
Process of Government 
The participants also answered the question in the light of the importance of being 
a process of government. A female 18-25 stated, "If we didn't have those institutions we 
would not have a democracy. Our freedoms depend on them actually being there." One 
male 45-55 said that, "we need debate, compromise is important." Another male 18-25 
declared, "We live in a republic and have an obligation to discuss ideas and defend our 
rights." A female 45-55 responded that it was, "necessary for groups of people to come 
together to reach a consensus." Finally a male 35-45 stated, "its why politics matters. It 
affects the way we live, the way society is." 
What is the role of leadership? 
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Put Forth a Message 
The fourth question was 'what is the role of leadership' attempted to get at who or 
what drives the Party. Most of the respondents concluded that the direction of the Party 
comes more from the leaders than the members although there were a few dissenting 
voices. A female 45-55 stated, "a candidate drives the message and organization is 
about supporting the candidate." She stated there was some compromise when all of 
the candidate's positions don't match your own but that one "has to realize a Federalist 
system is about compromise. You have to pick your fights." She also acknowledged 
that, "it is difficult to bring everyone together when everyone has their own agenda. 
Republicans don't have the same problem. Economic self-interest is the driving issue. 
Everyone is able to see the big issue and focus taxes - taxes - taxes." 
Engage People 
One male 45-55 believed that not only was it leadership driven but personality 
was a key factor. "Personality driven without a doubt. Personality, demeanor, how they 
deal with people ... issues are almost secondary in success as a leader. (Providing that they 
are not too out there.) For close races likeability is a huge factor." Another male ta- · · 
25 addressed the issues of personality without making issues completely ·secondary, '.'The 
· candidate represents the basic interests and goals but there are differences·in approach 
through the candidates." 
Several of the interviewees expressed the importance of leadership to inspire 
people. A male 45-55 said that the role of leadership was to, "Inspire people to be better 
than what they are capable of doing themselves. A leader has to inspire people to give 
more of ourselves, more of our resources. 'The rising tide raises all boats.' Inspire 
everyone in America to achieve to be better. Leaders have the bully pulpit and it is a 
powerful tool." He cited John Kennedy and Paul Wellstone as examples and said that 
he had once seen Wellstone turn a crowd completely around to his point of view. He 
contrasted this approach to that of the Republicans, "Bush uses fear as a tool. Karl Rove 
will use 9-11 to beat the Democrats." A female 25-35 expressed similar sentiments, 
"Provide hope. As much as possible to calm fears. To leave conditions for followers 
better than you found it ... in a better state then you found it." 
Some of the responses were framed in the pragmatic. A female 55-65 responded, 
"Leadership takes all elements and makes decisions. Ideas are put forth and leaders are 
working with the possible. In both parties there is a lot of attention paid to the polls, 
so public opinion matters." Another female 45-55 stated that leadership's role was, "to 
set and maintain a 'tone' and course for action. There is an inherent tension of agenda 
between people and leadership. The last 20 some years leadership has prevailed." 
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Not everyone saw the direction of the Party as determined by the candidates. A 
female 18-25 stated that, "People shape the message more than the politicians." Another 
female spoke specifically to the local situation, "A lot is dependent upon state and 
county leadership. Getting people involved." She emphasized the importance of the 
involvement of people. "Here in Iowa it is membership driven. If you only exist before 
major elections you are not going to be effective." The interviewee also spoke to the 
rewards when she described the people who get involved as, "A cohesive group of people 
who sacrifice for each other and rearrange priorities in order to effect change." A male 
35-45 echoed the importance of involvement when he commented, "One person can make 
a difference, particularly in the state of Iowa. There are so many people who are selfless 
and dedicated to make a difference." His opinion was that the Party agenda was, "half 
leadership driven, half membership driven." 
There was some expression of frustration with leadership. One female 18-25 
stated that leadership, "Right now are figure heads that spit out phrases to make the 
crowd happy just like their counterparts. Leadership should be pulled from the working 
class. Someone who is pushed up by the people and doesn't waver but sticks to ideals." 
Another female 66+ commented on the division between the layers and hierarchy of 
·leadership, "Leaders with the county are not valued by the state leadership." 
· . Are beliefs compromised for electability? · 
Beliefs Compromised 
Three issues were brought forward from the question, are beliefs compromised for 
electability. Those three issues are electability is very important and with that also comes 
compromise and finally money plays a role. A male 18-25 responded to the question, 
"Absolutely - all the time. That is part of the system. Can't blame the politician for 
wanting to get re-elected and we need experience - therefore there is some pandering 
to the crowd with the greatest influence." A similar answer came from a female 25-35, 
"Yes - absolutely. You have to appeal to the Lowest common denominator. There is a 
lot of pressure from interest groups." A female 45-55 stated, "Electability is a driving 
force." One male 45-55 declared that, "issues are secondary" to electability. A male 18-
25 qualified his answer, "Sometimes. Promises are made for electability; I don't think 
beliefs are compromised as much. 10 or 15 promises may be made; maybe 2 or 3 are 
accomplished. Time is an issue." Along those lines a female 45-55 stated that there is a, 
"trust that they will know what the priorities are and take them into consideration." One 
female 18-25 also provided an example with her response, ''Yes - Kucinich is an example of 
this. People will say, 'I believe in everything he says, I just don't think he is elect able."' 
One male 45-55 gave an example of compromise in the opposition party. "In the late 70s 
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the Republican Party was adopted by the Christian right. They thought they were the 
moral Party. But then they elected George Bush ... DWI, public disturbance, calling people 
unpatriotic. He is immoral." 
Importance of Compromise 
There was a general acknowledgement that compromise is part of the process. 
One male 45-55 stated, ''The more purist someone is the more difficult it will be to 
support somebody. The more purist - inflexible - never get anything done. Your person 
never gets elected." Another male 35-45 responded to the question with the statement, 
"Politics is about the art of the possible. It is about compromise." One male 55-65 
admitted, ''There are trade-offs." A female 45-55 raised the issue with her comment, 
"the problem arises with too much compromise. 
Several of the interviewees spoke to compromise on a more personal level. A 
female 45-55 noted, "We do have to compromise. The average voter is not as liberal 
and we have to reach as many people as possible." Another female 45-55 stated the she 
was, "willing to compromise to get out Bush and Lathem." One male 45-55 said that part 
of the reason why he supported Edwards in the Iowa caucus was for the issue of elect 
ability. When he himself ran for a congressional office and had some issues with some of 
the Democratic positions he said he was told by a Senator, "first you have to get.elected 
before you can do anything." Another male 55-65 spoke of his own experience, "in the · 
legislature I expected 'Profiles of Courage' instead I found political expediency." One 
male 66+ voter declared when asked if beliefs were compromised for electability, "Yes, I 
will do that. Can't satisfy everyone of my issues." 
Money Leads to Compromise Positions on Issues 
The question of beliefs being compromised for electability raised the issue of 
money for some interviewees. One female 18-25 equated electability with money and 
stated, "you are compromising your issues so you can have money." One male 55-65 
commented that, "money plays into the PAC influence but I don't think votes are really 
bought." Another female 18-25 responded to the question, "I think so, especially when 
it comes to people donating money. It makes people beholden at some level to special 
interests. Everyone has a price." 
How important is the platform? 
Relatively Important 
When asked 'how important is the party platform' two general assessments 
were made, it is important in terms of process but not particularly valued as a set of 
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guidelines. One female 18-25 admitted, "It is important to have basic principles," yet, 
"the more detailed you get the less people care about it." Another female 18-25 said 
that it was, "somewhat important. It gives a basis of what we stand for but it doesn't 
dictate beliefs." A male 18-25 commented, "It is important to have because it defines a 
goal. The question is who is the best to execute that goal. Sometimes it is too important. 
You should vote for who is going to do the best job - not along Party lines or platform." 
Another male 18-25 thought that it was somewhere between 'not very' important and 
'somewhat.' "You need something to start with - a foundation but not everyone is 
going to agree with it." One male and one female 45-55 thought that it was, "extremely 
important. That is what it is all about. It is who they are - what they believe in. It is 
a lot of work to put it together. You go through each county, weed out and consolidate 
issues." It answers the question, "how do you work out specific detail - create a position 
- come together with a consensus." 
The value of process was mentioned in several of the responses. One male 45-55 
stated that while is was, "moderately important. It gives the opportunity to speak out 
and speak out in a public forum - to talk about and think about the issues is a refreshing 
experience. But you can't expect all candidates to vote lock step with a platform, you 
. need to be flexible." A female 45-55 declared it was of, "marginal value but without 
it people wouldn't have a say. It makes us come together, put our thoughts together. 
Process is good in the sense that you talk about issues and listen to people talk about 
issues. Once it is written you never see it again." The interviewee did say that there 
is something wrong with it in that sometimes things are put in there that an office or 
government body ultimately doesn't have control over. A male 55-65 stated, "It means 
something yet it is the least meaningful of all things." 
Activist Platform 
According to several of the interviewees the activists drive the platform. A female 
45-55 said that it was, "reflective of the activists. It is agenda driven by the most liberal 
issues and individuals." One male 35-45 stated that it was "ultimately the Party activists" 
who were involved in creating the platform. A male 45-55 said that it was "organizations 
promoting agendas." Another male 45-55 described it as an "opportunity to give some 
activists a voice" and a voice that has "tendency to be a little more left." He added 
that "it should be a tool but it isn't." A female 25-35 made the statement, "No one pays 
attention except for the activists." Another female 45-55 commented, "It seems to be 
an ineffective statement of the Party's prevailing philosophy. A short answer - not very 
- in either party." One male 66+ defined it as a negative for the Party because it "comes 
out with strong positions on guns and so forth and you loose people over it." He went 
on to say that it "doesn't represent the average person but rather the activists and more 
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extreme." The interviewee stated that he "doesn't go to the county convention because 
he doesn't want to argue about these things." 
What is your first memory of the party? 
The Kennedys 
The question ''What is your first memory of the Party?" was aimed at accessing 
the frame of reference the interviewees had. While this was largely dependent on 
age, that was not the only factor. A reference to the Kennedys was made by most of 
the interviewees over 45 with three exceptions. One female 45-55 remembered being 
"dragged by my sister to meet John Kennedy. When I was in the third grade he was 
running for President." At that visit she remember receiving a pat on the head. Another 
female 45-55 remembered at age 7 running down the block shouting, "Kennedy, Kennedy 
is our man, Nixon belongs in the garbage can." A male 45-55 listed the election night of 
1960 as his first memory. He stayed up late with his grandmother watching the returns. 
One female, 55-65, listed Kennedy's 'Ask not what you can do for your country' speech 
as her first memory. She stated that while she-was not a Democrat at the time, she 
identified with the message of a call to· service. It helped her decide to become .a public 
servant and she eventually became a Democrat. A male 55-65 also cited the call to 
service as his first memory and then later on the opportunity he had as an intern to meet 
Bobby Kennedy. 
A male and female 45-55 cited the assassination of President Kennedy as their 
first memory. "It was like losing a parent." Another male 45-55 recalled, "I was in the 
1st grade and the teacher was called out by the principle, when she returned with tears 
in her eyes she said the President had been shot in Dallas. I remember the hopelessness 
you felt." He also listed the assassination of Robert Kennedy. ''The first time I remember 
seeing my father cry was when Robert Kennedy was shot. He felt that they believed in 
him. The Kennedys were a rich family but they put people before money. There was 
the call to service - of giving more of yourself - a sacrifice to be better for the next 
generation. I wonder if we care about that anymore." 
Watergate 
In a departure from the influence of the Kennedys a male 35-45 stated that there 
were no major figures of influence for his generation. ''There was no Robert Kennedy or 
Martin Luther King Jr. - that was not part of my experience." As a self-described news 
junky, Watergate was his first experience with politics. A male and female 45-55 also 
cited Watergate as an event when one became aware of politics. ''When it was over, 
there was faith in the Constitution - unlike after the election of 2000." 
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Election of 1988 
One female 25-35 said that the first time she really became aware of politics 
was during the Caucuses of 1988. Her high school government teacher made it clear to 
the class that he was a Bush supporter. "My government teacher asked us who we were 
going to caucus for. I raised my hand and said Dukakis. He responded, 'Then he will 
get two votes, one from you and one from Ted Kennedy.' It was then I decided to major 
in political science and then get a PhD. I remember telling my cousin, 'he is going to 
create another liberal with a PhD.'" The interviewee went on to her BA and MA in Political 
Science. She did not continue for a PhD. because of the heavy emphasis on polling in the 
program she was in. 
Two other interviewees cited the election of 1988 as their first memory. One 
female 18-25 said that she was 7 years old at the time. "It was about this time that you 
realized there was a difference between Democrat and Republican, like when you realize 
the difference between black and white." A male 18-25 recalled watching the election 
with his grandfather. "I was six years old at the time and I remember my Grandpa asking 
me who was going to win. I pointed to Bush more because of a recognition factor and 
familiarity than anything else." Another male 18-25'sited the election of 1992. "I was 
in the fourth grade and we had a class vote. Everyone knew what their parents were for 
and went for that. In a class of 25, Clinton won." A female 18-25 said that it was her 
internship with the Iowa Democratic Party that persuaded her to become a Democrat. Her 
major was political science and she had been an Independent up to that point. "During 
the training days at the beginning of the internship, there was a lot of orientation. I 
decided at that time I wanted to be a Democrat. I wanted to associate with a Party 
instead of floating; The biggest issue for me was the environment." 
One male 66+ said that his first memory was voting for Eisenhower. "In New Mexico 
the Democratic Party was so corrupt that I voted for Eisenhower." His wife added, ''We 
were first Republicans, right after graduate school we switched to Democrats." 
What is your most positive memory or association with the party? 
Being Inspired 
The responses to 'what is your most positive memory or association with the Party' 
range from specific events to general experiences. One female 55-65 said that one of her 
most positive memories of the Party was an event she attended in the early 70s in Austin, 
Texas. "Humphrey and Hughes spoke at a rally. I was high for weeks afterward from the 
enthusiasm and inspiration of that event." A male 45-55 sited working for Carter in the 
1976 election. After the Iowa caucuses he traveled to three other states to help with the 
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nomination. "In 1978 Jimmy Carter had a party for Iowa supporters who had helped with 
the caucuses at the White House. It was after the State of the Union Address. We got to 
watch the speech and afterward the President was in the receiving line for the party." 
Two of the interviewees listed the Iowa Jefferson/ Jackson dinner of 2003 as their 
most positive memory. One male 18-25 stated, "the Jefferson/ Jackson dinner - cheering 
for Kerry - seeing the candidates, and the feeling of being with 8000 other Democrats." 
A female 45-55 responded, "The Jefferson/ Jackson dinner of 03 in Des Moines. It was 
the high point of everything because the Iowa Democratic Party provided a forum for 
the many candidates who put forward generally progressive agendas. I was proud of my 
family. 11 
Meeting People 
Several individuals listed people that they had met. One male 55-65 said that the 
summer he interned in Washington D.C. he had the opportunity to meet the President, 
Vice-President and Senator Bobby Kennedy. Lady Byrd Johnson gave him a tour of the 3rd 
floor of the White House. He said it was that summer when his party views changed. A 
female 45-55 listed the going to New Hampshire to work for Harkin following the Iowa 
Causes in 1992. "We stayed with people active in the campaign. They took you in and 
dragged you to work ... " One male 18-25 said it was the events he attended and people 
that he had met during the Iowa caucuses. Another male 18-25 echoed the sentiment. He 
said one of his most positive memories was, "A collection of people who are excited about 
change and are excited about doing what is right for the country. 11 He added, "giving me 
a sense of nationalism that I felt I had lost - lost to apathy when the rest of the world 
sees us differently. We are a good country even though we make mistakes. 11 
Providing Sense of Hope 
A collection of responses included positive feelings in related to things that have 
happen or participation in activities. One female 18-25 stated that working for Dennis 
Kucinich was positive. "Dennis makes me believe there are still people out there who 
believe in issues, ideals. This Party can be an effective force in the country - he will 
stand up and fight for those people. 11 A male 45-55 responded, "When Bill Clinton and 
the Democrats were able to wipe out the deficit through taxes and investment. It was 
one defining moment - a chance to pay off the debt - to think of all the problems we 
could have solved if that were possible. There would be funding for programs we need. 11 
A female 25-35 replied, ''When Bill Clinton got his nomination. There was a sense of 
hope and renewal. Hope that he was gong to bring new perspective, new issues, new 
ideas of operating government. He brought youth in terms of ideas - a fresh perspective 
- innovation. Looking back it is all tarnished. I can't listen to Don't Stop anymore." 
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Working for Change 
Five of the interviewees listed working with the Party as a positive association 
with the party. One male 45-55 said that working for Harkin in his Creston office when 
he was a Representative was rewarding. In particular working on for the ECD(Economic 
& Community Development) was 'really helpful and satisfying.' Another male 35-45 said 
that, "being Chair of the Iowa Democratic Party, as demanding as it is, is rewarding." The 
rewards come "from standing for issues to the people you get to work with." He added, 
"When Democrats win, Iowa is going to be a better place." A female 18-25 stated that a 
positive memory was, "when I went to Council Bluffs and helped a candidate get elected 
to the State Legislature." The candidate won by a large margin and it was a victory for 
Democrats. A male and female 66+ recounted another positive association that had its 
roots in victory. They both had volunteered and hosted events for Senator Kerry during 
the Caucuses. "A lot of people were responsible for his victory," and the interviewee 
added that it was rewarding to experience that victory. His wife also considered the 
Caucus experience of 2003 to be positive. She said that she went in with the attitude, "If 
I don't do what I can for the caucus then I am not doing what I can for the country." 
One female 45-55.spoke of her experience of being a precinct chair and working to 
get people registered to vote. ''Last summer I was going door to door and met people in 
their 50s and 60s who never had ·registered to vote. -I made a point to communicate that 
they had something to say. Politics to them was a worthless cause, there was no way for 
them to make a difference and they didn't know who to vote for. I let them know that 
there are ways to learn. I tried to dispel the myths and cliches such as you won't get 
called for jury duty. Overall it was just a positive experience to get people to participate 
in the process and to assist in empowerment." 
What is your most negative association/memory with the party? 
Losing 
The counter question to positive experience was 'what is your most negative 
association or memory with the Party?' The answers ranged from loss to pettiness to 
disillusionment. One male, 35-45, sited the election of 1994 that created a Republican 
majority. Several people mentioned the election of 2000. One female 45-55 stated that, 
prior to that event, "I had such faith in the system ... Rehnquist, Scalia, Thomas are nothing 
but politics." Another male and female 45-55 listed, "the theft of the 2000 election. 
Especially with the information that came out afterwards - how many people weren't 
allowed to vote. Democrats didn't protest/fight hard enough. Republicans were there 
like they knew it was theirs." 
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Pettiness 
Pettiness was another negative experience. One female 45-55 referred to a 
fairly recent event. ''The last meeting of the Central Committee when it dissolved into 
attacking each other tooth and nail over candidate support. We are supposed to support 
Democratic ideals rather than any candidate." A male 18-25 responded, "Attacks on 
the other Party bother me. There are unifying goals that bring us all together ... different 
perspectives working on a problem. When attacks become personal I don't see how that 
can accomplish anything positive." He sited an example of a sidewalk chalking advertising 
a Dean event and next to it was written 'DEMOCRATS ARE THE ENEMY.' "Slandering Bush 
and Dean out of context that is when you turn people off and cause them to not care." 
Another male 45-55 voiced a similar concern, "Negativity in politics ... destroying character. 
Doing whatever it takes to destroy the opposition. No holds barred. It turns people off. 
People who should be running don't. Take no prisoners - Newt Gingrich brought on the 
slash and burn mentality. This is not how Democracy should work or can work." 
Disillusionment 
Disillusionment is a way to characterize the negative memories some of the.·. 
iRterviewees. Two people. cited the 1968 Democratic Convention in Chicago: A female 
45-55 specifically mentioned the riots. A male 55-65 was taken aback by the "bigotry of 
someone (Mayor Daley) who called himself a Democrat." One female 18-25 directed her 
anger on the focus of money. "Moving toward the S sign. It is something that developed 
as I became more aware of what was going on around me." 
Several people listed former President Clinton's behavior as a negative association. 
One male 45-55 said, ''That after the Lewinsky scandal I was depressed for weeks - how 
could you do this?" He continued saying that he supported Clinton through Whitewater 
but with kids watching, the Lewinsky scandal was too much. A female 25-35 answered the 
question, "Clinton when it came out that he lied. I remember thinking if he lied that's 
it. Republicans are the one that lie. We are the ones who tell the truth. The Clinton 
administration was just wasted. There was so much hope." A male 66+ replied that his 
negative association also involved that event. "I was mad at Clinton, not so much at the 
act - as bad as it was - but the damage it did." He also added, "When the Democratic 
Party had the majority it frittered it away. The Democrats rollover for a Republican 
agenda." 
Why are you a Democrat? 
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Match Personal Values 
The final question was 'why are you a Democrat?' A majority of the answers went 
back to issues of equality and fairness and at times a specific issue while a couple of the 
responses were a bit more pragmatic. One male 35-45 responded that the Democratic 
Party, "most closely reflects the values and issues I believe in." A female 18-25 was even 
more concise, "The beliefs match my own." One female 45-55 stated that although she 
had grown up in a Republican family, "since middle school I believed in the philosophy 
'we have to equalize things' - people who grew up in privilege shouldn't be the only 
privileged." She gave an example drawn from personal experience, "When I worked in 
hospitals I knew that people were not getting the care they should because they couldn't 
afford it." Another female 55-65 said that she was a Democrat to "promote a level 
playing ground." A male 18-25 stated, "Helping others - that is why we are here - why 
we exist. The Democrats have a better grasp on how to do that." Another male 45-55 
responded, "Equality and fairness as the party stands for it - nationally and worldwide. 
Treating everyone like people as opposed to their station in life. My Grandmother first got 
me thinking along those lines." 
Others cited influence from family and friends as to why they were Democrats. 
One male 18-25 said that it was partly the influence of his family and upbringing ,and 
partly his peers. He said that he is currently in the architecture program and the 
perspective is liberal although he acknowledged there might be one Republican within 
the major. He also mentioned meeting people involved with ISU Democrats such as the 
president of the club, Hannah. Comparable to that reason was one stated by another 18-
25 male. He said that he was going to be a teacher and, "They [Democrats] have a better 
plan for youth." Another male 45-55 also stated that family was an influence. His father 
was a Democrat and discussed issues with him. 
Influence of Religion 
Religious beliefs were cited as a reason as to why people were Democrats. One 
45-55 female said that her religious beliefs were an influence as to why she was a 
Democrat and her church, The United Church of Christ, affirms those beliefs. A male 
45-55 responded, "helping others, caring for others - mirrors what Christ asked us to do. 
'Whatever you do to the least of these, you do unto me.'" Another male 66+ stated, "It 
is a more liberal interpretation of what Christianity is. Jesus' teachings - a lot of these 
issues [Democratic issues] are central to what Christianity is." 
Importance of Environment as an Issue 
Three individuals specifically mentioned the environment. One male 45-55 
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described it as a "big issue." A male 18-25 stated that, "Issues drew me to the party, the 
number one being the environment." Another 18-25 male listed the environment, "it 
is not right to trash it. There should be a balance between progress and environmental 
concerns • They can co-exist and this is more of a focus for Democrats than Republicans." 
Several of the respondents cited lack of other options as to why they aligned 
themselves with the Democratic Party. One female 18-25 stated, "So I can go to the 
caucus, otherwise I would not register or register as a Green. I am working within the 
party now. I hope for change, the kind that Dennis [Kucinich] represents." One male 18-
25 said that he aligned himself with the Democrats rather than the Green Party because of 
elect ability. A female 25-35 also responded that she was a Democrat so she could go to 
the caucus. "I see it as being a more convenient title - I am obviously not a Republican. 
I consider myself a Socialist but around here you might as well as say you are a devil 
worshiper. I don't really identify with the Democratic Party. It is not liberal enough. It 
feels like middle of the road - establishment. " 
Additional comments 
At the end of the interview there was the opportunity for the interviewee to 
:make any additional comments. There were times during the interview process when · 
· the conversation departed for the question being asked. The following are additional 
comments that are note worthy but did not directly relate to the questions asked during 
the respective interviews. 
The Caucus 
One subject that came up was the Iowa Caucus. Iowa's 'first in the nation status' 
provides a unique opportunity for the people that live here. A male 45-55 highlighted that 
fact when he commented; "I have met every Democratic Presidential candidate since I can 
remember." He related a story from this last caucus in which he took a carload of elderly 
women to a neighboring town in order to hear Kerry speak. One of the women in the car 
made the following comment; "I have only met Kerry twice so I don't know if I am ready 
to vote for him." One 66+ male spoke to the criticism the event receives. He stated that 
the "Caucus is ridiculed by people out East" but he held a positive view of the process and 
it stemmed for the act of having to personally stand up and take a position. A female 45-
55 spoke to the benefits of the personal one on one exchange when she commented, "If 
California were first it would be all lV images, all media." 
Money in Politics 
The issue of money in the process was commented upon several times. One male 
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45-55 spoke to fundraising at the local level, "Almost all events are free - there is a 
donation request of what you feel you can give. Food and beverages are donated. This 
expands the volunteer base and provides ownership in what is going on. Fundraisers and 
social events are a group effort to keep overhead down. We are not Republicans." 
When the issue of money was focused nationally the perspective was negative. 
Another male 45-55 declared, ''There is too much money in politics. It has turned a lot 
of people off to politics. I am a strong supporter of public financing. The public airways 
should be used for a debate format. In the long run it will be cheaper for all of us 
because right now we have the best government lobbyists can buy." A female 25-35 was 
more cynical with her assessment stating that the political system was all a "bunch of 
crap." "It is behind the scenes deal making. They make it look like a fight on the surface. 
All work and efforts go to raise money for the next election. Anyone with vision - turns 
out to modify their position to such an extent that it doesn't matter anymore." 
Social Issues 
Social issues such as abortion and religion were mentioned during several of the 
interviews. While there was acknowledgement that the position of the party was pro-
choice, a couple of individuals noted that the position was not in line withtheir beliefs. 
One 45-55 male commented that the Republican Party currently dominates his district 
·but, "It would be different if we ever got off of some of the social issues. particularly 
abortion." He took issue with the "sureness of some of the members of the party and 
how the debate has been framed - no common ground - there needs to be some common 
sense." A female 45-55 made the comment, "A lot of Democrats are not pro-choice." A 
male 18-25 stated, "I don't feel morals should be legislated. I might feel that it is wrong 
but I won't tell someone else." 
Religion 
Religion was another issue that surfaced in some interviews. As mentioned 
previously, some believe that their faith influenced the reason why they were Democrats. 
Some respondents reacted to the way religion was used in politics. A female 45-55 
declared, "Bush says he is a praying Christian but so am I and I read the Bible and it says 
look out for the poor." Her husband 45-55 added, "I am not comfortable with politicians 
promoting religion. I find it disingenuous. A gimmick." A female 66+ stated, "Bush 
made such a big deal about compassionate conservatism - he doesn't even know what it 
means." Her husband, 66+, commented that he found it "scary" that Republicans were 
replacing social policy with faith-based initiatives and charities. He also stated that he 
was disturbed by what he saw as the military and religious right being so closely tied 
together. 
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Personal Stories 
Several of the participants shared personal stories that fell outside or went beyond 
the format questions. A female 45-55 related the following history, "I was 18 years old 
when I registered to vote. It was the first year the age was Lowered to 18. It was a big 
deal for a lot of people. It was a big deal for me personally." Relating to that point a 
male 45-55 stated, "every vote makes an impact on our lives. A political decision made 
2000 miles away could make a major impact on our lives." 
A couple of the interviewees referenced specific events or experiences that 
made them become Democrats. A female 55-65 recounted why she became a Democrat. 
"I became a Democrat in 72' before we were Republicans. Part of the reason was 
McGovern's influence, running for President and opposing Vietnam. There were also 
systematic reasons. We were living in San Antonio, Texas (originally we were from Iowa) 
and I was participating in the league of women voters. There were more differences 
between the rich and poor there and I saw the oppression of the Mexicans-Americans. 
Democrats were more sympathetic." Another female 25-35 found that her high school 
government class influenced her Democratic leanings in unintended ways. ~·until the 
experience of my government teacher in the 12~h grade I didn't conceptualize I was to the 
left; He was a real right-winger who would talk about how good Bush was ... I remember 
him once saying in reference to the Communists, 'if we don't fight them in the jungles of 
Vietnam then we will be fightin', that was i - n - apostrophe, them on the Mississippi.' 
The year was 1988." 
A couple of the interviewees spoke of how their involvement connected them 
to the party. One male 45-55 described his duties as County Chair, "Working as County 
Chair was a lot of work. I had to take off from my job. It was worth it because we 
were dong what we believed in." A female 45-55 described the motivation of her recent 
involvement. "I had not been active in the party since 1972. I got active because I was 
inspired by Dean. I first saw him on TV and he was appealing. I researched his positions. 
His personal presentation was so commonsensical and appealing. When the Dean 
headquarters opened in March, I went to volunteer." 
A dominant tendency in a lot of the interviews was to define Democrats in 
opposition to Republicans. This occurred both when answering the specified questions and 
as general comments. The following fall into the latter category. A 45-55 male stated, 
"Democrats are for a Level playing field. Helping those who can't help themselves. 
Republicans are for helping those who can help themselves." A 25-35 female made a 
similar statement, "Republican attitude is 'this is mine', 'I don't care about anyone else' 
and 'survival of the fittest.'" A 66+ female defined the differences as, "Republicans are 
about what is good for me and my business. Democrats are about what is good for the 
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people." 
In one instance the distinctions were expressed by specific examples. A male 45-55 
referenced John Edwards 's speech that had the theme of "two sets of rules." His wife 45-
55 referenced, "the Vice-President with Halliburton and Enron - they got theirs." She also 
believed there was a media bias favoring Bush. "Bush gets off while the Democrats are 
persecuted such as with the impeachment of Clinton." 
Several of the interviewees made comments on the condition or direction of the 
Democratic Party. One male 45-55 proposed, "The most important thing either Party can 
do is recruit quality people for office who have a well-balanced thought process." He 
.added, "Politics is a lot of fun - everyone should be involved. The more involved the 
better it is, the more fun it is. Good leaders get past the petty, smooth it over and have 
fun." A female 18-25 offered the following assessment, "Democrats want to win over 
selecting someone who has Democratic principles. Don't run toward the middle just so we 
can win an election. Don't blow with the wind - stay constant." 
A male 35-45 stated while, "Bush is the best unifier we have for the Iowa 
Democratic Party, we need to articulate a clear message as to what our solutions are." 
One 18-25 male expressed the following, I hope that in this coming election cycle/process 
that we can gather around issues.thatare not based on hate or one issue such as Iraq 
but we need issues to run on - the base. is shrinking. The middle is indecisive while the 
extremes are divisive.~· Another male 45-55 remarked, "There needs to be civil dialogue 
but we need committed individuals." 
There were a couple of individuals who expressed frustration with the electorate. 
One male 45-55 stated, "Both Democrats and Republicans don't know what is going on. 
The American people don't know what is going on. They don't invest their time to learn 
the issues that are important to them." He added, "'Tax and spend' - that is some fat 
guy on the radio applying that term." Another male 66+ remarked, "There are a lot of 
people who support candidates for whatever reasons without looking at the big picture." 
He ended his comments with, "This election is more important than any other. It is not 
just about the war." 
Interview summary 
Seventeen people who identified themselves as Democrats were interviewed for 
the purpose of determining what they think of the party. One goal was to establish what 
were some core values. Three key attributes that the interviewees associated with the 
Democratic Party were equality, social justice and fairness. These attributes were not just 
direct responses but also came out as interviewees described their personal experiences. 
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CHAPTER 5: ANALYSIS 
The objective of this thesis was to determine if the Democratic Party could be 
branded. One question raised was, is the Party too diverse to agree on a set of issues? A 
follow up question was, what are the issues where there is agreement? Finally, there was 
the challenge of determining the underlying meaning of the organization, its brand equity. 
The tactical refers to the former while the strategic to the latter. 
Quantitative Analysis: The Self-Administered Questionnaire 
The questionnaire was created in order to establish if there was a consensus within 
the party. In a general sense there are issues where there exists remarkable commonality. 
These issues are education, healthcare, social security, the environment and the economy. 
From this one could conclude that the party is not as fractured as has been 
suggested. Perhaps the reported conflict comes from attempting to please everyone 
across the spectrum from liberals to independents. Attempts to do this allow the ideals 
of the party to be eroded. If the Party pursues this course then it is more susceptible to 
challenges from within. If the Party makes more of an effort to differentiate itself then it 
gives undecideds a choice. 
The results of the survey can be tied to a specific tactical plan. These are the 
issues that received the strongest support. If one focuses on three or four key issues, 
according to this particular survey, they are education, healthcare, the economy and the 
environment. 
TMs conclusion is drawn with the knowledge that these are the key issues of 
today. These issues may not be top priority a decade from now. Referring back to King's 
assessment171 that products will go through innovation and transformations but there 
exists either a message or a quality that stays consistent. This defines the difference 
between tactical and strategic. 
Qualitative Analysis: Participant Observation 
From attending the various events there are four elements that were noteworthy, 
access, group dynamics, celebrity and community. It has been said numerous times that 
Iowa has a unique opportunity, being the first-in-the-nation caucus state and here will 
be no exception. Anyone who makes the effort can meet the candidates and present 
questions to them. There were a variety of different venues where the candidates 
appeared. The range was from cafes, colleges and universities, libraries, the Iowa State 
Fair and meetings in private homes. There were a series of candidate-sponsored events as 
171 Literature Review, 8. 
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well as organization events. While the organizational events were tied to f undraisers and 
required purchased tickets, the candidate events were free. 
While much of the information provided at the various events could be found on 
individual campaign web sites, news reports or voting guides, the events allowed for a 
personal contact. The personal contact allowed for a connection and observation that 
would not be possible if the information was just filtered through the media. There was 
the opportunity to ask questions and have one's concerns heard. Early in the process, 
before the media arrived, it was also an opportunity to hear the candidates when the 
cameras were off. The dialogue gave the impression of being more authentic without the 
cameras. 
The dynamic of the events was largely influenced by whether media were present 
and how close the event was to the caucus. Generally the size of the turnout to hear 
the candidates increased as the caucuses approached. There were exceptions such as 
Union Rally in Cedar Rapids, the Harkin Steak Fry and the Jefferson/ Jackson dinner. The 
events drew large crowds although they took place well before January 19th. Another 
element that was interesting to watch transpire was how the various supporters of 
candidates acted when put together. There was a competitive spirit that was comparable 
to sports. The goal seemed to be to beat the opposition in numbers and loudness. A way 
to unite these groups was to criticize the current administration. This was one topic that 
consistently brought· the biggest applause. This was the case when all the candidates 
were together as well as when they spoke at their individual events. 
One element that was obvious at several events was the notion of celebrity. Many 
candidates brought in outside help to boost support. The interest in the well-known 
presence seemed greater than what was actually being said. An example of this was at 
the Harkin Steak Fry in September of 2003 at which Bill Clinton was the featured speaker. 
After his speech hundreds of people stood in the misting muddy balloon-field to shake 
his hand. I had taken an event-sponsored bus from Ames to attend this event. Because 
of the traffic the last 3 miles took one and 1 /2 hours to travel. During this time the man 
sitting in front of me noted how he could be at home watching this on CSPAN instead of 
being on this painfully slow moving bus. After the event he announced that he was one 
of the people who got to shake hands with Clinton. He repeated at least three times, "I 
was shaking his hand saying you were a great President. As it turns out I am glad I came." 
Hillary Clinton was a hit as the master of ceremonies at the Jefferson/ Jackson dinner. 
The day following that event she had a book signing at Borders in West Des Moines and 
people were lined up around the block to meet her. Another example of this phenomenon 
was when Ted Kennedy spoke at the Johnson County Barbecue in Iowa City on behalf of 
John Kerry. The crowd went wild over his appearance. This was despite the fact that 
he referred to the Iowa Hawkeyes as the Huskies and in a somewhat canned speech said 
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that he "had known John Kerry ever since the day he met him." It would be difficult to 
characterize all of these examples as the power of personality but there is no denial that 
there is some aspect of either power or personality that attracts a following. 
A significant factor that came across was a sense of community. Events such as 
Grillin' with the Grahams, The Buchanan Co. Soup Dinner, the Story Co. Soup Dinner 
were pulled off by many volunteers donating time, effort and food. There was the sense 
that people came for a common cause and this was a way to actively participate and to 
interact with like-minded people. 
Qualitative Analysis: Personal Interviews 
The strategic program incorporates the core values or internalized principles. This 
is the essence of the brand. Through the process of the interviews, brand equity of the 
Democratic Party became apparent. From the interview responses the values would be 
equality, fairness and social justice. These are the adjectives came up when asked who is 
the Democratic Party, what does it do and why are you a Democrat? 
In an earlier section of this thesis a quote from Stefano Marzano spoke to the 
importance of core values. 
It is not easy, either as a brand or an individual to make sure 
you are authentic in this sense. As individuals our personalities 
are composed of a number of values that determine our ethical 
framework-ourself. When these core values govern our behavior 
we are behaving authentically ... continuity of core values is what 
constitutes the essence of a successful brand design. m 
The challenge is to take the tactical issues and define them in terms of the core 
values. A supplemental approach would be to shape the argument through a philosophy. 
A philosophy that encompasses these values was probably best stated by a female 55-
65 when asked who is the Democratic Party, "People who believe in equal opportunity." 
Opportunity is an active word that can link the tactical to the strategic. (Figure 22) 
Emotion and experience 
Emotion and experience are two key elements that are a part of developing and 
maintaining a brand. What are the experiences that bring together or unite a Party? From 
the surveys, interviews and personal observation this seems to come from being inspired 
by leaders, ideas and personal involvement. Engaging people should be a goal of the 
Democratic Party. 
The sense of community seems to be a part of what fosters participation and 
m Marzzano, 58. 
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involvement. This was observed from attending county organized events. This also came 
through in the interviews from the 18-25 male who said that his most positive memory 
was, "a collection of people who are excited about change and are excited about doing 
what is right for the country" to the 45-55 female who's most positive memory was 
her get out the vote efforts/ empowerment. This sentiment was also expressed in the 
comment section of the survey by a 55-65 female, "I began in high school campaigning for 
John Culver because my dad was his county coordinator. I was hooked! " 173 Participation 
in Party activities, building associations and loyalty make it more likely people will vote. 
Not only will people be active in the Party vote but they will also work toward the goal of 
getting others out to vote. 
The efforts in Party building should be focused on personal experience and in 
turn relating those experiences to the brand. Once again reiterating what Lisa Fortini 
Campbell highlighted, personalization is key. "[Product, Price, Place and Promotion] 
are only effective to the extent that they're used to make a 'personal' connection with 
the consumer. "174 Referring back to an earlier quote by Neumeir, " ... it's the language of 
feeling and in a society that's information rich and time-poor, people value feeling more 
than information. " 175 Harry Beckworth reinforced this notion, stressing that relationships 
and feeling of connection are important. He also emphasized that there .needs to be 
authenticity with these interactions. "It's not its slickness, polish, uniqueness, or 
cleverness that makes a brand a brand. It is the truth ... LIVE YOUR BRAND. " 176 . 
If the core values are fairness, social justice and equality the goal should be to 
reinforce these through involvement. The party could do this by offering information, an 
agenda and tools for getting involved. One of the easiest and most affordable ways of 
initiating contact is through the Internet. 
Differentiation 
Differentiation is vital in that it separates an entity from the competition. When 
the lines between two products disappear, consumer choice will be more arbitrary. 
Problematic issues 
Two problematic issues for the Democratic Party that came across during the 
interview process were money and the lack of differentiation between the two Parties. 
The two were often linked together. 
Money was the link to most of the negative associations with the Democratic Party 
and politics in general. This came through with statements such as, "Right now the party 
173 Appendix, Respondent No. 5. 
174 Fortini-Campbell, 25. 
175 Neumeier, 19. 
176 Beckworth, 100. 
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is more obsessed with getting the power back then standing for their ideals. That is why 
people are leaving. We're supposed to be the Party of the people but currently we're as 
bad as Republicans in terms of money grubbing." Another comment along those lines was, 
"as long as there is a focus on money, Democrats and Republicans are basically the same." 
An additional criticism along these same lines was, "Money is overshadowing message ... 
message should out weigh money. Money buys influence and access ... there is too much 
money in politics." 
A current Internet ad on the behalf of Kerry potentially could directly play into the 
cynicism. The animated ad has appeared on the New York Times web site. A picture of 
Kerry appears with the animated lines, 
IF YOU WANT 
KERRY TO WIN 
IN NOVEMBER 
WE NEED 
YOUR HELP 
TODAY 
GIVE $50 NOW!m 
There is another ad which reads, 
HELP MAKE 
GEORGEW. 
A ONE-TERMER 
Contribute$50 Now178 
Presumably if one wanted Kerry in and George Bush out then the first priority 
would be to vote on November 2"d. By the absence of any reference to voting the ads 
seem to suggest voting is secondary to giving money. If equality and fairness are indeed 
core values than the number one issue should be getting people to vote. It is a right 
where everyone stands on equal footing. The same can not be said for donating money. 
Differentiation on the issues in general also appeared to be problematic for some. 
One comment was that the two Parties "give the appearance of giving the electorate an 
option." While drawing distinction between the two Parties was somewhat of an issue for 
a few, most of the interviewees defined the Parties by their differences. 
Successful issues 
Although there were some voices that saw a blurring between the parties in 
terms of the quest for money, the majority saw a distinction between the two. Many 
m http: I /www.nytimes.com/2004/05/27 /international/middleeast/271RAQ. html?th 
178 http: I /www.nytimes.com/2004/05/26/national/260REG.html?th 
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of the interview responses defined the Parties in terms of opposites. One interviewee 
distinguished the two parties with the following statement, "[Democrats] care about 
social justice issues, fairness. Republicans only car about self-interest." The attribute of 
self-interest was expressed more than once, "if not for the Party [Democratic] who would 
be leading the charge? Self-interest would rule the world." A slight variance of this charge 
was, "Democrats are for a level playing field. Helping those who can't help themselves. 
Republicans are for helping those who can help themselves." Another variation on 
the same theme was, "Republicans are about what is good for me and my business. 
Democrats are about what is good for people." Differentiation came through in terms of 
_inclusion. One comment was, "different things happen when Democrats lead as apposed 
to Republicans ... [Democrats] are more open ... [invite] more participation and inclusion." 
Similar distinctions were also made in the comment section of the questionnaire. 
One respondent stated, ''The Democratic Party is the only real check we have against 
total corporate domination of our domestic and international policies. The Democratic 
Party is the major Party that believes in 'promoting the general welfare,' as stated in the 
preamble of the constitution. " 179 One respondent wrote specifically on the Republican 
agenda, "I am extremely concerned for the future for our children and grandchildren. 
The selfishness of Republican policies are so destructive to the common good that we are 
moving rapidly to aristocracy. " 180 Another respondent was a bit more blunt, "Democrats 
are for the poor and Republicans are for the rich-big money. " 181 
One of the key elements of branding, differentiation comes through the perception 
that Democrats are committed to the welfare of all people while Republicans are 
committed to self-interest. 
Caucus Results 
If there was a candidate that came close to this branding prescription it was John 
Edwards. His campaign of ''The Two Americas" spoke to the issues of fairness, social 
justice and equality more than the other candidates. 
Edwards came in second in the state of Iowa, following John Kerry. One can 
speculate as to why he did not come in first. One reason for this may have been that he 
didn't get beyond the idea of ''Two Americas" taking it to the tactical level. While he did 
publish his plan in a booklet format, the plan specifics did not make it into his speeches. 
Another reason why he didn't come in first may have been timing. Toward the close of 
the caucus date Edwards was gaining momentum. The crowds were growing. At an event 
at the African American Museum in Cedar Rapids the Sunday before the caucus, the space 
179 Appendix VIII, Respondent No. 83. 
180 Appendix VIII, Respondent No. 88. 
181 Appendix VIII, Respondent No. 136. 
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was far beyond capacity and no doubt in fire code violation. If there had been another 
week before the caucuses, the results may have been different. 
Conclusion 
Once a brand has been determined, the next step is managing the brand. While 
that is a topic for another thesis, the following are some possible suggestions. 
The internet as a tool 
The Internet is playing a major role in this campaign cycle. It has been an 
effective tool for accessing information, bringing people together and raising money. 
While the campaign of 2004 is not the first time the Internet has been used in politics, it is 
the first time it has been used this extensively. 
The investigation and impeachment hearings of President Clinton were the 
inspiration for one of the first grassroots Internet movements. A group that called 
themselves Censor and Move On promoted a petition that circulated through the web. It 
called for members of Congress to censor the President so the country could 'move on' 
and deal with real issues. After the episode passed the group condensed their name to 
Move On and promoted other issues. Their messages went out to the database of names 
they had originally collected. 
All of the 2004 Democratic candidates had a web site and eventually most . 
adopted the same attributes, positions on issues, calendar of events, a way to financially 
contribute, blogs and a link to meetup.com. The candidate credited with pushing the use 
of the web to the forefront is Howard Dean. 182 
Two of the major themes in the Dean campaign were involvement and the idea 
of a collaborative effort. The notion of gathering ideas and insights from a variety of 
supporters was implemented by Joe Trippi, the campaign manager for Governor Dean. 183 
Joe Trippi credited his contributions to the innovations implemented by the Dean 
campaign to his own experience working for Progeny Linux Systems. In an interview 
with Lawrence Lessig, Trippi stated, "I always wondered how could you take that same 
collaboration that occurs in Linux and open source and apply it here. What would happen 
if there were a way to do that and engage everybody in a presidential campaign?"184 
182 The magazine reported, " ... Kerry and others have begun to copy Dean's high-tech moves. 
Kerry has signed a contract with Meetup.com, the commercial site Dean is using to arrange monthly 
meetings for supporters around the country. Kerry and Lieberman have also hired Convio Inc., 
which provides the software engine not only for the Dean campaign but also for the 1, 100 Dean 
supporters who have set up their own websites to promote his candidacy." Karen Tumulty, "Is Dean 
for Real?" Time, 11 August 2003, 25. 
183 Lawrence Lessig, "Interview with Joe Trippie," [blog entry archive] 19 August 2003, 
6:57am. http:://www.lessig.org/blog/archives/001428.shtml 
184 Ibid. 
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The tools of collaboration in the Dean campaign came through the web site, blogs 
and meet-ups. The web site, DeanforAmerica.com, was a portal into the campaign. 
From the site one would get news updates, links to blogs, a link to meet-ups, a venue to 
contribute money and tools to get involved. 185 While many of the candidate web sites had 
similar features it was the Dean campaign that tapped into the energy and power of the 
blog. A blog is a condensed reference to the term "web log." It is a venue for people to 
state their opinions and have them posted on the web. During an interview Trippi spoke 
to the evolution of Blog for America, the official Dean campaign blog. He recalled that 
early in the campaign they put up "Call to Action" on Blogspot. Blogspot is a venue for 
managing a blog. 186 As the campaign progressed they replaced "Call to Action" with "Blog 
for America." The latter had the attribute of a comment section that the former did not 
have allowing for people to contribute to the posting. Trippi underscored the importance 
of the blog during the Lessig interview. 
He added, 
All blogs are important because of the point of view of the world or 
insight that you get if you become a regular reader of an issue that 
you care about I think many of them do that, and I think it's really 
important to have one place where people can go constantly and 
understand what this campaign is about, what our thinking is on 
things, and where we can have that feedback. 187 
... there's a real connectivity being created. There is no way you 
would be able to get these ideas. So many of the ideas that we're 
building the campaign around are coming from people who there 
would be no real way for us to communicate with directly. 188 
Ultimately Trippi was interested in community building an aspect of the Internet and by 
extension the blog. The belief was that the various communities would work together for 
change. 
But I think more importantly, there's a sense of community that 
forms around the blog. That is really what the net is about. It's 
about building a community. 189 
External blogs also had a contributing effect to the campaign. Trippi recalled 
the first time he had heard about Meetup.com was on the myDD.com blog. It was that 
185 Ibid. 
186 http://blogger.com/blogspot-admin/ 
187 http:: //www.lessig.org/blog/archives/001428.shtml 
188 Ibid. 
189 Ibid. 
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introduction that brought him to the Meetup site and eventually lead to linking it to the 
campaign web site. This became a venue for encouraging supporters to come together 
and get involved. 
I think they're both reading and writing the ideas, but the 
other thing is that there is a sense of community. There's a sense 
of, "We're part of each other, and we're trying to find our way." 
No matter whether it's an issue of importance to campaign or the 
nation, we're all exchanging these ideas in common cause except 
for the trolls, or course. 190 
The trolls he referred to are the people who attempt to provoke arguments or outrage 
with their postings. The intent is to disrupt the dialogue or tone of a discussion. Allowing 
for a situation where disruption, such as that caused by a troll, was a concession by the 
campaign. The freedom of interchange had a payoff. Trippi described how these people 
ultimately became a force for raising additional funds. The community of the blog 
created an extension to the fundraising Dean-raiser called "Troll team-raiser." Every time 
a troll was spotted people would make a contribution to the troll Dean-raiser account. 191 
Trippi addressed the issue 'of giving up con.trot in this open environment. While 
acknowledging that strong community control has been valued by most campaigns, 
according to Trippi, there needs to be a loosening of that control~ a flexibility, if people 
are going to be engaged in the process. He stated, "I've worked with enough tech 
involving the Net to know that you will absolutely suffocate anything that you're trying to 
do on the Internet by trying to command and control it. "192 Trippi believes that the goal is 
to make people feel that they are part of the process and to contribute to that process. 
Our biggest hurdle is getting people over their disbelief that they 
can make a difference. And the one place where I think people are 
starting to get over that disbelief is on the Internet because they 
participate in something like responding to the FCC, more and more 
people every day are starting to realize, 'hey, wait a minute, we do 
have the power to do something here.'193 
Trippi goes on to state that the blog is a way to combat cynicism. The disconnect 
and removal people feel from the process can be countered by logging in to what is going 
on. This is a connection and an invitation to participation that contributes to the feeling 
of a community. He insists that the blog takes this to a level that doesn't exist in just a 
web site alone. 
190 Ibid. 
191 Ibid. 
192 Ibid. 
193 Ibid. 
75 
Yet Trippi acknowledged that it didn't end with the blog. One of the objectives of 
building an Internet presence was, according to Trippi, ''We want to organize, to use the 
online community, to organize in their offline community. " 194 Trippi cited two examples 
where this objective played out in the campaign. One was what he referred to as the 
Cheney Lunch. The Vice-President was hosting a fundraising lunch for 125 people who 
were paying $2000. per person. The campaign put out a challenge to it supporters to 
match the $250,000 that the Vice-President was going to raise and sit down with Governor 
Dean, his $3 turkey sandwich lunch and the blog. Around 9700 responded to the request, 
each giving the average of $53 and raising a total of $508,000. 195 
Another example of the campaign's success was when they emailed 481 of their 
supporters in the Austin area to inform them that the Governor was coming to speak. The 
crowd totaled, 3200. They accounted the numbers to the people on the email list passing 
along the information, printing flyers, canvassing and making phone calls to bring the 
others to the event. 196 
The question for the future is how effective a tool will the Internet ultimately 
be? Was the Dean phenomenon just that or does it have long-term staying power? One 
person who took up this question was Michael Wolff in his This Media Life Column for 
New York Magazine. 197 The article, "C~ndidate.com", called into question the long-term 
effectiveness of the Internet and political campaigns and suggested that ultimately the 
use will go the way of direc:t mail. 198 
The methodology is really key. Or the novelty of the method. 
Successful target-marketing methods are always-almost 
immediately-widely imitated. Response rates inevitably fall, 
and the targeting method becomes less, well, targeted (you have 
to approach more people in order to get the same number of 
responses). But the first use of a new marketing strategy can be 
quite amazing-and distorting. The people you target pay too much 
attention; they respond unnaturally. 199 
While Wolff acknowledged the success of the Dean campaign, he states that what needs to 
be addressed is who is the audience and how representative are they of the Party. 
For the politically minded ... the Internet was supposed to 
represent some new, striking, paradigm-shifting democratization 
of the political process. Open access. Political peer to political 
194 Ibid. 
195 Ibid. 
1% Ibid. 
197 Michael Wolff, "Candidate.com," New York Magazine, 15 September 2003, 20-23. 
198 Ibid., 20. 
199 Ibid., 22. 
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peer. Reaching over the heads of the biased and conventional-
wisdom-spouting media-and without the prohibitive cost of 30-
second spots or the direct mail that had once worked so cleverly 
and economically for George McGovern (and thousands of candidates 
since) - to the real people. 
This populist fantasy assumes, of course, that Internet 
behavior mirrors real-life behavior - that the Internet is some great 
mall of ordinary, uninformed, and uninterested zhlubs who have 
just been more efficiently organized and, by the wonders of the 
medium, happily politicized. In fact, the Internet, for political if 
not commercial causes, turns out to be a way to efficiently reach 
people whose very engagement (even over engagement) separates 
them most form ordinary zhlubby citizens. 
Indeed, anyone who is regularly in touch with people who 
respond instantly and passionately over the Internet knows they are 
not like you and me. 200 
Wolff goes on to state that the problem with the premise of the Internet revolutionizing 
politics, particularly in the raising money and increasing involvement, is that it relies on 
the "marketing mythology known as tipping-point. " 201 
According to Wolff this "Yhere non-mainstream events catch on and spread until 
they become mainstream. The challenge is that this tends to by cyclical and one needs to . 
hold onto the base/"early adopters" for long-term success. 
Wolff ends his essay with a historic quote that has ominous implications from 
Lester Wunderman who worked on innovative direct mail campaign for McGovern. 
They've revolutionized the political process with this campaign. You 
see direct mail is essentially a populist medium. Put it to work the 
way they have and you have really created participatory democracy 
on a level that was never before contemplated. And because it 
opens up the possibility for real dialogue-in a way that television 
can never do-it's twentieth century hustings. 202 
While the Internet has proved successful for raising money and bringing groups 
together whether or not it will continue with the same rate of success remains to be seen. 
One staying power of the Internet will most likely be a means of communication. How 
personal this communication will be in terms of the Democratic Party is a least partially 
dependent on how they manage it. The success will probably depend on, as Joe Trippi 
proposed, 'turning the online community into an offline community. '203 
The Internet could be used at both the national and local level for connecting to 
200 Ibid. 
201 Ibid., 23. 
202 Ibid. 
203 http: I /www.lessig.org/blog/archives/001428.shtml 
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members and reminding them of the Party's presence year around. One basic way of doing 
this is posting and passing along information on a consistent yet not overwhelming basis 
to encourage involvement. This is turn will reinforce offline community efforts. Another 
more complex way to work toward this goal is to develop a structured set of web sites. 
Start with the DNC and on this site connect it to the state parties. From the state party 
web sites, allow people to connect to counties. The sites should be put together in a 
systematic way for continuity. 204 
The content on all of these sites could be both interrelated and have attributes of 
uniqueness to the particular region. Such segments as news, forums/discussions /blogs, 
and events could be on each site. While the information is geared to the national, state 
and county levels respectively; it becomes a way of linking to various regions and sharing 
information. One of the goals should be to take it beyond a campaign web site. 
Currently the Party uses the Internet to raise money and asking people to sign 
petitions. In order for it to have long-term effectiveness it will need to give something 
back. To be a resource, in the words of the Reises', "Make your brand a source of 
information that prospects cannot find elsewhere ... Or a place to meet people they cannot 
meet elsewhere. "205 
Around the calendar involvement 
If the Democratic Party is going to have a developed brand than it will have to 
consist of more than people showing up to vote on election day. (Although that it is the 
ultimate goal.) As one interviewee noted, "If you [Democrats] only exist before major 
elections you are not going to be effective." The question is, how do you engage people 
beyond the election cycle? 
Pavitt comments, 
... both company and consumer behavior indicates, brand image is a 
vulnerable concept, susceptible to social and local interpretation, 
which can be good or bad for the value of the brand.206 
Not only does one have to appreciate regional differences but also personality types. 
Some of the attempts that I observed were a book group, Dean Corps, and lectures. All 
of these events worked at bringing people together beyond the traditional campaign 
204 The DeanforAmerica.com site did this effectively. The campaign has transformed into 
an organization DemocracyforAmerica.com and from this site one can log onto a state-related 
site. Other campaigns, such as the current JohnKerry.com, also provided a means for linking up 
regionally. The problem is that they only exist during the election cycle. 
205 Al Ries and Laura Ries, 91. 
206 Pavitt, 51. 
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activities and they appealed to different constituents. All suffered from being well-kept 
secrets. 
DeanCorps was started after the campaign began and was more successful in 
some areas of the country than others. The goal was community involvement through 
community service. There is potential to use an organization, such as this, to both call 
attention to issues and work for change. 
The book club I saw an announcement for was reading Nickel and Dimed by Barbara 
Ehrenreich. The book calls attention to the plight of many minimum and part-time 
workers in the United States. Again this becomes a venue for bringing people together 
and establishing a dialogue over current issues. 
Lectures are another way to raise consciousness of issues and bring people 
together. All of these activities could focus on tactical issues and reinforce core values. 
A program could potentially be promoted on a national level and then local groups could 
adapt them to their communities. Not only does encourage involvement but it potentially 
becomes a way to cultivate leaders and members. Obviously one is not going to get every 
registered Democrat involved probably a small minority at best but this minority would be 
the committed customer. 
Suggestions for the current democratic presidential campaign 
The best and probably.the.most truthful line I heard delivered over all the 
lectures, rallies and speaking events I attended was, ''There are no new converts after the 
first 10 minutes. "2°7 
Any speaker will lose the audience after a certain amount of time. An effective 
approach to the campaign stump would be to pick one issue per stop to focus on in detail 
for less than 20 minutes and open the remaining time to questions. All other issues that 
need to be addressed will most likely come in the form of questions. Not only does this 
cut back on the tedious repetition for the candidate and the press but it also allows for 
the audience to feel more engaged. 
In the qualitative analysis it was proposed that opportunity was a way of 
linking the tactical issues to the strategic core values. This is something that could be 
implemented in the current campaign. While the word opportunity is thrown around a lot 
it is important to do so in an effective way. 
This application can be put to a variety of issues, for example energy. On the John 
Kerry web site under the heading "Energy Plan: Making the United States a Safer, Cleaner 
and Stronger Nation" is the following statement. 
207This comment came from Dick Meyers as he tried to entertain the audience at a Dean 
rally when the candidate and his entourage were late because the van driver was lost. "Caucus for 
Change." December 27, 2003. Kirkwood Outreach Center, Marion, Iowa. 
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Creates 500,000 New jobs over the Next Decade and Provides 
Assistance to assure American Industries Will Lead the New Energy 
Economy. 
John Kerry has outlined an energy plan that will reduce our 
dependence on Mideast oil, assure that American industries and 
ingenuity will lead the new energy economy, and protect out 
environment. Americans spend more than $20 billion each year on 
oil from the Persian Gulf-often from nations that are unstable and 
hostile to our interests and our values. Kerry believes that we must 
end this dangerous dependence because it leaves American security 
and the American economy vulnerable. Kerry's plan will reduce 
oil dependence by two million barrels of oil a day, as much as we 
currently import from the Middle East. 208 
Instead of devoting the majority of attention to dependency on the Middle East focus 
on the potential opportunities "a new energy economy' will mean for the United States. 
Make the opportunity for jobs and the environment the primary focus. This is not limited 
to just energy industry jobs but the potential edge the United States could have when it. 
doesn't have to compete with countries such as China and India for oil energy supplies. 
There is also the opportunity for a cleaner environment in the future. Ultimately the 
· argument is framed in the positive and the possible. The campaign is not limited to 
applying this to energy. Any issue could discussed along these lines and many, like energy, 
are interrelated. 
Summary 
While branding is somewhat of an elusive term, it is an important element for 
companies/organizations to establish and nurture. The challenge is determine what 
the brand is for a particular company or organization. It is especially challenging if the 
organization is large and diverse such as the Democratic Party. 
In this thesis I have explored if the Democratic Party can be branded. My 
conclusion is that it can be. Through the survey I found that there are issues, such as 
education, healthcare and the environment, on which the party is united in support. 
From the interviews I discovered there are core values, such as social justice, equality 
and fairness that are the party's equity. Through attending events and observing the web 
there is a population that would potentially be responsive to a more thorough branding 
program. The belief that they would potentially be responsive is that many of the above 
suggestions already exist. Currently they are all limited to individual candidate campaigns 
208 http://www.johnkerry.com/issues/energy/plan.html 
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and not the Democratic Party. The will to implement the above suggestions lies in the 
party's leadership and their willingness to do so. 
What I as a graphic designer walk away from the exercise with are different 
methods to explore branding. Statistics or numbers can give you demographic information 
but the key element is experiencing the environment and the process first hand. This 
latter approach leads to insights and meaning that is the essence of a brand. 
To return to the beginning prescription for graphic designers offered by Clement 
Mok, "We need to find new ways to offer real value to our clients,' one way to do this is 
for the designer to engage in the process before it reaches the design stage. Observing 
and experiencing the environment one is going to represent accomplish this. Whether this 
is approached through an individual effort or collaborative effort it provides insight and 
enriches knowledge. 
The methodology of this thesis lends itself to exploring communities within a larger 
community. Brand image, core values, experience and emotion all come into play. While 
the Democratic Party was the subject of this thesis, the approach of observation and 
experience can be extended into any number and/or variety of areas. 
For this thesis I combined a quantitative and qualitative approach. The rational 
of this was to both test the argument with a variety of feedback. and to potentially·· 
· strengthen the argument through the results. · : 
The questionnaire allowed the respondent to answer without the need to. tell me 
what I wanted to hear. I gave out/mailed the questionnaires with self-addressed stamped 
envelopes to almost every participant. An exception to this was the surveys I distributed 
at the beginning of an ISU Democrats meeting. The questionnaires were returned to me 
at the end of the meeting. The participants could respond without personally identifying 
themselves. Also giving the respondent the opportunity to mail in the survey also afforded 
them the time to fill it out at their convenience. 
My objective in putting together the questionnaire was to choose subjects that I 
believed would be important to Democrats without using the words that 24 hour "news" 
channels, talk radio or other propaganda use to emotionally polarize issues. The topics 
of the statements were chosen from a discussion of current events and issues from such 
formats as national and local newspapers, news programs, magazines, campaign literature 
and the Iowa Democratic Platform. 
With the benefit of hindsight one of the problems with the questionnaire was my 
own personal bias. With the exception of question 8, which asks about the separation 
between church and state, I don't have any statements related to social issues such as 
abortion or gay marriage. I don't recall if I excluded social issues because I thought they 
fell under church or state or if it didn't occur to me to include them. 
Another problem with the questionnaire is that several of the statements were 
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poorly worded. Question 20 is a good example of this, "Our drug policy is detrimental to 
our relationships with foreign governments." When I created the statement I had in mind 
the issue of illegal drugs and our relationship with South American governments. Without 
the qualification of illegal the question could be easily interrupted as pharmaceutical 
drugs and our relationship with Canada. 
One of the issues that complicated the process was time. I wanted to get the 
questionnaire out when people were likely to be the most interested, during the lead up 
to the Caucuses. Be required to have the questionnaire approved by the Human Subjects 
Research Office is time consuming. If one wants to make any changes to a research 
project then it has to be resubmitted to the office in order to be reconsidered. Making 
minor changes has to be weighed against possibly missing a window of opportunity. 
The personal interviews gave the opportunity for in person feedback. This allowed 
for follow-up questions and observation to how people respond. With this process is the 
potential to tap deeper into issues that may not be apparent on paper. While I found 
this to be an engaging process, it was challenging not to lead of influence answers. It 
was important to be able to address specifics while still keeping the dialogue open. 
Sometimes there was a disconnect between what the interviewee thought.twas asking 
· and what I wanted from the question. I tried to let them respond to what they perceived 
was the question before clarifying it. I believe this allows for insight into how they are 
· thinking. 
I found observing campaign events informative. The obvious statement is that it 
takes one out of their own space and puts them in different environment with a group 
of people. Attempting to answer what brings them together, how do they react and 
interact can give one insight into the subject matter. It is open difficult to quantify but it 
definitely taps into the areas of emotion and experience. 
Taking the information to the next step as a graphic designer would entail creating 
a visual and verbal identity to the strategic and tactical conclusions. This would involve 
a study on how to convey equality, fairness and social justice and how to apply these to 
issues of education, the environment, social security, the economy and healthcare. The 
quantitative and qualitative approaches used in this study could be revised to collect 
information on how people visually interpret these issues and also to test prototypes. 
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Figure 2. Wesley Clark campaign 
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literature. 
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literature. 
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Figure 3. Dick Gephardt campaign 
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literature. 
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Figure 7. Joe Lieberman campaign 
literature. 
Figure 8. Dennis Kucinich campaign 
literature. 
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Figure 9. Howard Dean campaign 
literature. 
Figure 11 . 
Figure 10. Howard Dean campaign 
literature. 
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Figure 12. John Kerry campaign 
literature (cover). 
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Figure 14. John Edwards campaign literature (cover and back). 
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Dennis Kucinich for President 2004 
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literature (cover) . 
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Figure 18. Dick Gephardt campaign literature (cover and inside cover) . 
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Table 1. Demographic Breakdown of Sample Populationa 
Age 
18-25 22 16.2 
25-35 10 7.4 
35-45 18 13.2 
45-55 39 28.7 
55-65 27 19.9 
66+ 20 14.7 
Union 26 19.1 
Non-Union 110 80.9 
a N = 136 When responses do not total 100% it is due to non-response. 
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Table 2. Demographic Comparison of Random & County Chairsa 
Gend 
Age 
18-25 
25-35 
35-45 
45-55 
55-65 
66+ 
Union 
Union 
Non-Union 
a County Chairs n = 64 
Random n =72 
21 15.4 
9 6.6 
5 3.7 
14 10.3 
13 9.6 
10 7.4 
11 8.1 
61 44.9 
When responses do not total 100% it is due to non-responses. 
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Table 6. Statistically Significant Chi Square Valuesa 
N Chi square 
value 
#13. Defense spending is 
in balance with 
domestic needs. 
& 270 86.4 
#18. Employers should be 
prosecuted for employing 
illegal immigrants. 
#14. The United'States is 
prepared to meet 
future energy needs. 
& 270 58.6 
#17. All foreign policy should 
begin with self interest. 
#15. Trade agreements are 
effective for bargaining 
power between countries. 
& 267 117.91 
#19. The United States should 
participate in international 
environmental standards. 
a For chi square formula see Appendix Ill. 
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Table 6. (continued) 
n Chi square 
value 
#9. An affirmative action 
policy should be adhered 
to in order to assure a 
level playing field. 
Random & Co. Chairs 137 8.88 
Union & Non-Union 138 9.844 
#11. Social security should 
not be privatized. 
Rural & Urban 
#13. Defense spending 
is in balance with 
domestic needs. 
Male & Female 
#15. Trade agreements are 
effective for bargaining 
power between countries 
Union & Non-Union 
#18. Employers should be 
prosecuted for employing 
illegal immigrants. 
Random & Co. Chairs 135 7.85 
Union & Non-Union 136 9.27 
Rural & Urban 129 8.31 
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APPENDIX I: EVENTS ATTENDED 
3-3-03 
3-3-03 
3-3-03 
08-13-03 
3-3-03 
3-3-03 
3-3-03 
9-17-03 
9-27-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
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Meet Up for Dean 
Muddy Waters, Cedar Rapids (school supplies collection) 
Dessert Reception with Hadassah Lieberman 
Elmcrest Country Club, Cedar Rapids 
Grillin' with the Grahams 
Lake McBride State Park, Solon 
Kerry at the Iowa State Fair 
Fairgrounds, Des Moines 
Candidates at Linn County Labor Event 
Teamsters Hall, Cedar Rapids 
Harkin Steak Fry 
Balloon Fields, Indianola 
Cyclones for Dean 
Memorial Union, Iowa State 
ISU Democrats Meeting 
Pizza Pit, Ames 
Johnson County Democrats BBQ 
lzzak Walton League, Iowa City 
Meet Up for Dean 
Cafe Diem, Ames 
Dean Corps 
Hickory Park, (beyond Colo) 
Elizabeth Edwards 
Edwards Campaign Office, Ames 
Cyclones for Dean 
Memorial Union, Iowa State 
Dean House Party 
Story City 
Carol Mosely Braun 
Sun Room, Memorial Union, Iowa State 
Ames City Council Candidate Forum 
Cardinal Room, Memorial Union, Iowa State 
3-3-03 
3-3-03 
3-3-03 
11-1-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
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Central Committee Meeting Story County Democrats 
Public Library, Ames 
Howard in Howard 
Bus Tour with Campaign of last five counties 
Teresa Heinz Kerry 
Cardinal Room, Memorial Union, Iowa State 
ISU Democrats City Council Forum 
Somewhere in Lagomarcino, like a mouse in a maze 
"Women's Coffee" with Rep. Zoe Lofgren 
The Blue Strawberry Coffee Shop, Cedar Rapids 
Buchanan County Democrats Women's Soup Supper 
Buchanan County Senior Center, Independence 
Rock the Vote 
Sun Room, Memorial Union, Iowa State 
Viewing and discussion 
What is a caucus?? 
·secretary of State Chet Culver, Chair of the Iowa Democratic Party Gordon 
Fischer, State Sen. Mark Zineman (Republican) and C-SPAN 
The Power of One Vote 
Iowa Democratic Party 
Kickoff Campaign 
Lucullan's Italian Grill, Ames 
ISU Democrats Meeting 
Representatives Greirnan, Heddons and Quirmbach 
Kildee Hall, Iowa State 
Dean - C4C - Commit for a Change: Caucus 
South Ballroom, Memorial Union, Iowa State 
Quirmbach Fundraiser 
Special Guest Howard Dean 
5500 240th Street, Ames 
Private Horne 
Jefferson Jackson Dinner 
Iowa Democratic Party 
Veteran's Coliseum, Des Moines 
(volunteer) 
Volunteer Training by the DNC for Debate 
Polk County Convention Complex, Des Moines 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
3-3·03 
3-3-03 
3-3-03 
3-3-03 
3-3-03 
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MSNBC the·Democratic Candidates Debate 2004 
"Battle for the White House" 
Polk County Convention Complex, Des Moines 
(volunteer) 
Rob Reiner House Party (Promoting Dean) 
Private Home, Cedar Rapids 
John Kerry 
"Ending the Ashcroft Era" 
Sun Room, Memorial Union 
General Eugene Habiger USAF and Martin Schron 
"Securing Nuclear, Chemical and Biological Weapons" 
Sun Room, Memorial Union 
Congressman Steve King 
''The War in Iraq: An Iowa Perspective" 
Sun Room, Memorial Union 
(the other side) 
ISU Democrats Meeting 
Caucus Training 
Oak Room, Memorial Union 
John Edwards 
Sun Room, Memorial Union 
League of Women Voters 
Questions for Legislators 
Cardinal Room, Memorial Union 
MoveOn.org House Party 
"Uncovered: The Truth About the Iraq War" 
Boheme, Ames 
March For Choice 
Organizational Meeting 
Cafe Escape, Ames 
Chip Carter and Jim Cutter (Promoting Dean) 
Ames Public Library, Ames 
Woman's Event (Promoting Kerry) 
Representative Swati Oandekar 
Private Home, Marion 
3-3-03 
4-4-04 
Caucus for Change 
Dean Caucus Event 
Kirkwood Outreach, Marion 
John Edwards 
Caucus Event 
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Metro High School, Cedar Rapids 
4-4-04 Patch Adams (Promoting Kucinich) 
The Blue Strawberry, Cedar Rapi_ds 
1-16-04 Iowa Democratic Party · 
Volunteer for Caucus Press Check-In 
Convention Complex, Des Moines 
(volunteer) 
4-4-04 John Kerry 
Caucus Event 
Coe College, Cedar Rapids 
1-18-04 John Edwards 
Caucus Event 
African American Museum, Cedar Rapids 
4-4-04 Story County Democrats Annual Soup Supper 
Methodist Church, Ames 
3-5,68:7-04 Camp Wellstone 
Grassroots Organization 
Coe College, Cedar Rapids 
4-4-04 Story County Convention 
ISU Democrats Volunteer 
Ames High School, Ames 
4-4-04 Carol Mosley Braun 
Sun Room, Memorial Union 
4-4-04 Iowa Democratic State Convention 
Convention Complex, Des Moines 
(volunteer) 
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APPENDIX II: QUESTIONNAIRE 
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Hello, 
Lara Fredrickson 
6238 Frederiksen Court 
Ames, Iowa 50010 
(515)231-8104 
lara@iastate.edu 
My name is Lara Fredrickson and I am a graduate student in Graphic Design at 
Iowa State University. I am currently working on my thesis and have developed 
this questionnaire in order to gather data for my project. You are being sent this 
document because of you have been identified as potentially being active or 
expressing an interest in the Democratic Party. By completing this questionnaire 
and returning it in the provided envelope you will be assisting me in completing 
this project. 
NOTE: Only list your name if you are willing to participate in a follow up interview. 
Including a phone number or email would be helpful if you are willing to be 
interviewed. If you have no interest in a follow up interview then please just list 
your county and zip code after name of participant. 
If you find these questions or document intrusive, please discard it and accept 
my apologies. 
Thank you for your time. 
Respectfully, 
Lara Fredrickson 
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Thesis Questionnaire 
This is a questionnaire to determine the perception of the Democratic Party 
and what the organization embodies. The findings of this study will be used 
in my thesis, which is attempting to determine the identity of the Democratic 
Party in Iowa. 
··----------------
Gender: Male Female 
Age: 18-25 25-35 35-45 45-55 55-65 66+ 
Party affiliation: 
Years of party affiliation: 
Religious affiliation: 
Have you voted in the last three elections? Yes No 
Are you a Union Member? Yes No 
Do you live in a rural or urban area? (urban defined as 20,000+) 
Years of education: 
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Determine whether you strongly agree (SA), agree (A), are neutral (N), disagree (DA) 
or strongly disagree (SDA) to each of the following items. Circle the one that 
corresponds with your answer. 
1. Managing the national debt should be the top priority for fiscal policy. 
SAANDASDA 
2. Public education is vital for equal opportunity in a democracy. 
SAAN DASDA 
3. Taxation is a viable resource for raising revenue. 
SAANDASDA 
4. Taxation should be proportionate with income. 
SAAN DASDA 
5. Every citizen should have access to affordable healthcare. 
SAANDASDA 
6. The principle of individual rights must be protected as stated in the Constitution. 
SAANDASDA 
7. Criminal sentencing is in line in relationship to crime committed. 
SAANDASDA 
8. The separation of church and state should be strongly supported. 
SAANDASDA 
9. An affirmative action policy should be adhered to in order to assure a level playing field. 
SAANDASDA 
10. There should be a government-financed safety net to protect the basic needs of all citizens. 
SAANDASDA 
11. Social Security should not be privatized. 
SAANDASDA 
12. Government regulations are necessary to protect the environment. 
SAANDASDA 
108 
13. Defense spending is in balance with domestic needs. 
SA A N DA SDA 
14. The United States is prepared to meet future energy needs. 
SA A N DA SDA 
15. Trade agreements are effective for bargaining power between countries. 
SAANDASDA 
16. It is important to provide foreign aid to third world countries. 
SA A N DA SDA 
17. All foreign policy should begin with self interest. 
SA A N DA SDA 
18. Employers should be prosecuted for employing illegal immigrants. 
SA A N DA SDA 
19. The United States should participate in international environmental standards. 
SA A N DA SDA 
20. Our drug policy is detrimental to our relationships with foreign governments. 
SA A N DA SDA 
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Rank the following from 1-13 in importance to you with 1 being the most important. 
_Economy 
_Education 
_Taxation 
_Healthcare 
_Protecting individual rights 
_Crime 
_Separation of Church and State 
_Affirmative action 
_Welfare 
_Social Security 
_Environment 
_Defense 
_Energy 
Rank the following from 1-6 in importance to you with 1 being the most important. 
_Foreign aid 
_A clearly defined foreign policy 
_Immigration 
_International environmental standards 
_Relationship with the United Nations 
_Placing domestic policy before foreign relations 
Please write any comments that allow you to express issues related to the 
Democratic Party. (use the back of the page if neccessary) 
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APPENDIX Ill: CHI SQUARE FORMULA 8: EXAMPLE 
111 
Skewed Distribution Normal Distribution 
.OS .01 
The response patterns for 19 of the 20 statements from section one were skewed distributions. 
SA= Strongly Agree A= Agree N =Neutral DA= Disagree SDA =Strongly Disagree 
Item/Group 1 
Item/Group 2 
SA 
Column 1 
Total 
(0) 
A 
Columnl 
Total 
(0) 
N 
Column3 
Total 
(0) 
DA 
Column4 
Total 
(0) 
SDA 
Columns 
Total 
(0) 
Total 
Row 1 Total (0) 
Row 2 Total (0) 
N 
0 =Observed E =Expected N =Total (in formula) R = Row C =Column 
Degrees of Freedom 
df = (R - 1) (C - 1) 
rlf,,, ,., _ ,, fC:.-1\ 
The alpha value for a one tailed test 
at .OS with 4 degrees of freedom is 7.78 
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RTX(T 
N 
=E 10- El2 x2 =I--E Ix2 = sum of chi squared 
Question #2 Public education is vital for equal opportunity in a democracy. 
SA A N DA SDA Total 
UNION 28 
NON-UNION 112 
113 21 2 2 2 N 140 
Determining E 
28x 113 =22.6 28 x 21 =4.2 28x2 =0.4 28x2 =0.4 28x2 =0.4 
140 140 140 140 140 
112x113 =90.4 112 x21 =16.8 112 x 2 =1.6 112x2 =1.6 112 x2 =1.6 
140 140 140 140 140 
SA A N DA SDA Total 
UNION 28 
NON-UNION 112 
113 21 2 2 2 N 140 
Determining xz 
118 - 22.612 
0.94 
17-4.212 
1.87 
11 - 0.412 
0.9 
11 -0.412 
-0.9 
11 - 0.4j2 
0.9 
22.6 4.2 0.4 0.4 0.4 
195-90.412 
0.23 
114-16.812 
0.47 
11 -1.612 
0.23 
11 - 1.612 
0.23 
11 - 1.612 
=0.23 
90.4 16.8 1.6 1.6 1.6 
RiC1=0.94 
RiC2= 1.87 
RiC3=0.9 
RiC4=0.9 
RiC5=0.9 
R2C1=0.23 
R2C2=0.47 
RiC3=0.23 
R2C4=0.23 
R2C5=0.23 The same procedure was done for all 38 tests. 
Ix2 = 6.9 
113 
APPENDIX IV: DEMOGRAPHICS 
Religious Affiliation: 
Baptist: 4 
Buddhist: 1 
Catholic: 28 
Episcopalian: 4 
First Christian Church of Disciples: 1 
Lutheran: 10 
Methodist: 10 
Mormon: 1 
Nazarene: 1 
Non-Denominational Christian: 2 
Non-Traditional: 1 
Presbyterian: 12 
Protestant: 9 
Roman Catholic: 11 
Southern Baptist: 1 
United Church: 3 
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While some of the listings might seem as if they overlap I have listed them as the 
respondents indicated their religious affiliation. 
Years of Education: 
12: 12 
12+: 1 
13: 2 
13+: 1 
14: 8 
15: 1 
16: 5 
16+: 2 
17: 1 
17+: 2 
18: 6 
19: 1 
19+: 1 
20: 8 
21: 1 
20+/ PhD.: 4 
22: 1 
25: 1 
26; 1 
AA: 1 
BBA: 1 
BA + tech cert.: 1 
AAS: 1 
BA: 18 
BA+: 4 
BS: 2 
MA; 9 
MA+: 3 
MS: 1 
BA+30: 1 
BA+ 35: 1 
JD: 5 
Freshman: 6 
Sophomore: 5 
Junior: 2 
Senior: 3 
Graduate: 2 
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Years of Party Affiliation: 
>1: 3 
1: 6 
2: 4 
3: 1 
4: 4 
5:" 4 
6: 1 
7: 1 
8: 2 
10: 2 
10+: 1 
11: 2 
12: 1 
15: 1 
15-20: 1 
18; 1 
20: 6 
20+: 1 
22: 3 
23: 3 
24: 1 
25: 3 
25+: 3 
27: 2 
28: 3 
29: 1 
30: 5 
30+: 1 
31: 1 
32: 1 
33: 1 
34: 2 
35: 7 
37: 1 
38: 1 
39: 1 
40: 6 
40+: 2 
41: 2 
45: 4 
45+: 1 
46: 1 
47: 1 
50: 2 
50+: 3 
60: 1 
Lifelong: 7 
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APPENDIX V: FIRST RANKING SECTION 
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Question #1 
Managing the national debt should be the top priority for fiscal policy. 
n SA A N DA SDA 
IotaL _____ -136_ ___ . ___ 3.9~0 ___ ,_AJ_.&% ___ , _ _.8.lo/,o_. _ _s_..vr~o-
Random ...................... -22.~ ..... - ....... 30~6%_ •..••.. -.--~52.8% ..... ~---·-9.:Z% ..•. _,_,,_.~-6.9.<t'.'1Lo _____ ~.O% .. __ _ 
CountyChair.s.~-··-.64 .. " ....... ~ .. 48~4.%.~·-···-·····A2.2%._ ........... ~.-.63%._ •.. ,. ....... -· 3j_%._ _____ Q% . ., •.•.. 
Male....... . ·-····---·--·BA .. ~-·--·-·-40.59:'1t ___ ,, __ 46..6.%._____ 959!1L.--__ 3..6.% ___ .Qo/..Q. ___ _ 
female. .......... ___ . -~---~···--·31.8o/.l!.. ______ 48,,2_o/.a.....____6..Zo/.o_ 6AZo/.o___ __ Q%_ 
18.:25.-........ ·······--~····22 ................ 36.4o/11 .... - ..... .,_"~4Q.291o~·· .-~-~J132~o. ... .,. _______ 4.5.%. .... .._ ___ !l% ...... . 
25::35 ................ '"'••··-~·J.Q .......•.......•..•.• 3.0o/,L ........................ 60% ..... ·-~ ....... ., ........... Q.% .•••... ,. .......... ,-.• -J.Q.9'.Q _______ ~----,0% .... ,, .. __ 
3.5~·-···-··-···---·-Ja .. ____ _5Q% ____ .. _ __38..9%-.. ___ U.llL 0% _______ ..Q!Yo.. __ 
4s.~ss. ... ~.~--------~---39 ___ ....... - ...• 41% ..... _______ ,,53 .• B.%.. ...... _ .. _,. __ o~--------.5.l!Y.a_ ___ o%_. __ _ 
5.5:65. . - ........... -~.Il ... , ...... ~----.3Z% ... __ .,, ___ _33,.3% ___ ~·-·· _l.85~L- -~-=,_..J_l.lo/.12.-..,,, __ ,,0<JD .. ___ _ 
6.6.±."""'''"'''•''"'"'''""''""''''~ .. -... -,,,.,,,,_,,,.,,,3.5.o/o ........... .,, .. ,, ......... .65o/o,,,.,_, .. _ .. ___ , ........ Jl% ..... ~----·-··"·-·-·""''"09ft _____________ ,,. __ Q% ... - .. . 
Nan:Unlon ____ no ____ , .. ___ 3.82%_~-·---AB..2.o/.A.. z 3o/JL.__ __ --6Ao/Jl J>%-._~--
Unlon ........... -·- -·----26 ................ 42.3% .. ___ ,. ____ 5Q9!o. __ ~·····--1~Z~o. ____ ... ____ Q%___ _______ 0% .... - .. 
Urban. .. ·-···--····6.0. .. . .. . ..3.0%..... . .......... ..55.o/o . ·- _ .. _ .. 10%. -····-·······"'·-··..5%._.~.-~---·-·--·D.% . 
RuraL. . --. ·····-·-···· ........ ZO •. -. . ••••.• -... 45.Zo/o ........... "·'~'"···-41.49"11 ...... _ ........ ~ .. ,2.1%... ........ .. . ,,, •. , ... 5.1o% •••• -.. =·-~ ---~-~-Do/o ........ .. 
Question #2 
Public education is vital for equal opportunity in a democracy. 
n SA A N DA SDA 
IotaL ... .. .......... 136..... . ... .... ,,.83.1.% ....... -15 .• 4% ... _ ...... -... 0~---·---·~·-···"···l.5%~-~--···-~-.... D'Yo .......... . 
Random..... ..... ..... 12 ......... ~ .... .83.3% .................. B.9% ..... , ...... Oo/ct. -------·-----2.8o/o. ........ , __ ... 09'o. .... --
Caunty..Chairs .. ___ 64 ....... __ 82.B?AL ..... _._.J.Z.2%_ .. ______ _Jlo/o. __ ~-------.0%__. _______ 0o/.o.. ____ _ 
Male ............. ---~·-84. ...... ~--·-···'·821 % __________ . ___ 17..9.%. __________ .. 0% .... ----·~·--·-0o/n .. -.0.%.._. __ _ 
female .. ___ AS ............ ........ 82.2% .... ., .. ____ J3.3.% ......... -~ ... 0,.%~·--·-·----.. --AA?fn~.. _______ .O_o/..Q. ·-·-·-
18.:25 ___ . . ..12 ... ···-······-·~ZZ.3% ............ 18.2%.~ ................ .0o/o ...... , ........... 4.So/o._ .......... 0% 
25:-35. ......... , ···---····J 0 .......... .,_ .. .90% ... , .. _._,_, .... _J.0% ____ ." -··· .. 0% ______ , ____ , ___ Q.o/o ________ , ____ 09"lL. .... . 
35::45 ........... ,_., .... _l8 .................. .88.9o/o. ______ ll~lo/o _______ Q%~-··----___Q·o/o _____ .Q_9(o.___.,_ 
45.755 ' ......•... 39 ... - "' , .•• 74.4.% ............ - .. , •. 23~1%_ ........ ~-·· ... 0% ........... _, .... -.2.6% .. ~·-·····-·0% ...... . 
55:65......... ..... .. ....... 27.. ... . .... , ...... .88.9% .. .. ............ 1 Llo/o ................... 0% .................. 0% ........... -- .. - .... 0.o/o .. ,, ..• 
66±-·-·····---····---20 ............... .90o/o ................... 10o/o_ .. _______ ~··.0% ............. _., __ 0%~--·--·--··0%.... .... ,. .. 
Non:.Union .. _ ...... ll0 ... - ... - ..... 86.4.% ..... ----···12Z9fo. ..... ---··-· ... Oo/11 .. _ ............ __ .9o/o.. _____ .oo/o_ .. . 
Union •................ 26 ............. 692% ............... 26.9% .. __ ._ ... , ... 0% ...... , ..... ~.-~.3.8%~~-·"'--·~,0% . .,.-.. 
Urban .. , ..... 60 ..... , ... · ...... , .. 86J% ........... Jl.7% ........ 0% .... ··---·-·1.Z%_ ....... -~.09:"o .. 
Rural _______ .  . ___ . 1CL.--~----·80o/.L ... ___ __18.fi%. _____ .... Oo/n .... ________ JA% ___ . __ ,0% __ _ 
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Question #3 
Taxation is a viable resource for raising revenue. 
n SA A N DA SDA 
J.QtaL_----13fi..___.5.0.z.om ... _ _.44...~3~-·--1.5.%__--aZo/L_ 
Random_. __ _:z2 ____ ._.$Qo/o. ___ ~ _ _A.2%._ ___ ___l_4_% .1~-
Caunty_Chairs 64 s l .6% 453% 1 6% 1.6% 0% 
Male. .. ____ 84 ____5Q.% ___ 42 9% 3.6% 2 4%~ 
female ___ , __ . 45 _53.3% ____ .,M~__j)o/o 0%_ __ _ 
18=25___ __22 -·---A~ .5.4.5%.. __ .~L 0% 
25:3.5.____ 1 a __3j),%_ 400/o 20% 0% .10%__ 
~ ]8 6Ll% - 38.9% 0% 0% 0% 
~.755. _________ -39__~ _ __,53Ji%_,. ___ _38.59U_ __ ~·. ~.........s~ ____ Jl'Yo,_ 
s.s....gs, _______ _zz__ _ __ --59.J% ___ 4Q.Z.%._, ___ Q% _____ __a~-~--_a91o __ 
66±.. 20 . 45% 55% _Q91i__ __ Q% 0% 
Non::Union 110 50.90/o __ 42.Zo/o 3,6% l .8% .9%__ 
llnioa._"···----26-____ 50%. ___ ·~-~-.50%_,______ 0% ____ 0% 0%_~ 
Utban.."'''----·~-·.6.Q_~----··50%." _______ ~A.5%_ •. ____ 3.3%-.• ~-~LZ9£L ______ .Qo/o_ 
Rural ____ ,, ____ 20 ___ _5A.1% .. _____ .429.o/o_ ___ ,l.A% . .. . ;~~~""·'""'"'-'""")~.;=..:....; 
Question #4 
Taxation should be proportionate with income 
n SA A N DA SDA 
J.otal_ ___ __136_~-~--·65.,%_,, ____ ,,2Z.9~.---22~2.2%_,_ . --1~~ 
Bandom Z2 6Ll..%_ __ _.3.3..3~ 2 8% 1 4% 1 4%_ 
Caun~.cbairs . .--M. 11U% _ __11...9.%.......__ l.6% . . 3.1 % l .6.9fi . 
Male ... ~ .. - _ __M__, _ __filUL ____ , __ 29 8% ______ ..3..6% 2.4.% 2.49D..._ 
Eema1a~--~~-----A5_,~ .. ,,.~--.Z.5.69U,._ . ,_.,_-24.4:9£1._~-.. --.,.Jl%__ .. ___ ,_ .. _, __ Q% __________ ,_,.0%..-... -
1.8::25 22 54..5%. 31.8%. ___ -9 .•. 1% 4.So/o 0% 
25.:.35.__._ 1 a -3.0.%._ Z.0%._ ___ Jl% QOAL..._ . .O.%__ 
3.5.-:4.S~_" __ __ia_~_-1L8!Yn.-_-5..fil?to__ ___ .5A6o/.o._ -· S.6%_.__ _ _Q%,._, 
45:55"' __ ,_,.~_ .... .39_~------66.1%_,_, ..... -3.a.8% ... _______ ,"J)o/,o_,,, ..... - ....... __ 0%_,~-~---····----·-2.6% ..... . 
5.5::65.. 27 __5.9...3%, __ __33..3.%... __ __Qo/.JL__ ....32.9L_ ___ -3..Z.%._ 
66±-.•. ___ , 20 _209fp 1Q'lfl_ ___ _Q91,o_ _ __Q% Q%. __ 
Nan~!Jnion...~.--llQ __ -64.5.%.~.--..... -2B.2C?t!L ______ 2.7.%_______ l.BC?t!L .. __ .... _.~l.8%...~ 
llnion_ ... ___ 26__----692%. ___ ,_, ... .-26.9% ... ---0.%.., ___ ---3..B.%........ _ __Cl%._._. 
Urban.. 6CL 61.7%__ _____ --33.3% l.7.% _ _129L_ ___ U..%. __ 
Rural 70 71.4% 20% 2.9.%_ 2.9% 1.4%_ 
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Question #5 
Every citizen should have access to affordable healthcare. 
n SA A N DA SDA 
Iotal~·-·-~···-·136_~··· _._J-5.%_. . -·~·23.So/o.--~·-··l.S~o-.~···__j)~~· ... _ ·--~Jl%~.-
Random ............... ~.-·Z2-.--·-···~~7.9.2% ................ _,,J9.4.% •. ~---·~~--··1~4%. ________ .... .0% .... _ .. _ ............. 0% ........ .. 
County..Cbair..L._M_ __ _].Q.3% __ -28..JY0. ____ J..6%. ___ Jlo/.1L ___ __Q%_ __ 
MaJe .... _,. ______ ,_M_, __ 1.0..2o/.lL ___ 2]_.4 . %_ .. _. _ _L4o/o._,_ __ Qg1L ____ Jlo/.a__ .. 
Eemale ..•.... ,. ..... ~45...~----· .. 82.2%--.. ·-· lLB.%..~-·--__o?fo ___ . __ ,.Jl.%_. _. _ __o?fo.-~ ... 
l8;25 ........... ~·-··-··-·22·--···········-.81.8%.~·-····--·····J.8.29'a .... -·---··---·O.%. ______ .. __ Q%.~--~---.. ~·-··0Yo. .... _. 
25.:35 ... - ...•• ___ _.1.Cl. ____ .. _JJ}.% ____ ···--·30.%. _______ ,.Qo/o. ______ . ___ Qo/.a__ .. _. ___ _Q?/o __ _ 
35--45_ ... ~---· _JJL __ ll...8% ____ _5.6% --5.69:'0- 5.6o/o 0% 
45::55.... . ................ 39 .................. 11.a% •........... - ..• 28.2.%~ ..... ···-·~ ... D.o/o.~--·~···-·--D9:'0.~ ...... -... ~ .. _.0.% ..... ~ .. -
55::.65 ... _ .............. ~--~····22 ................ _ ..• a1~S.% ....... ~--····"-"J1~l% ... --·-····--·--·-09:fL ........ _ ........ , ..... 0%. .......... ~---oo/a. ...... ~. 
66±..~~-......... ,. ___ ,, __ _20, ___ ,.,_, _ _65.%_. ___ _35!.MJ. _______ _Q,% ___ . -~--__()%.__ 
Non:.Union ____ ll0._._._7A..S..% .... ___ . 23 .• 6.%._ 1.8.%__ Oo/a.__ ___ ...... 0%......__ 
Un1on. ... ..... . ..... ·-·~·26 ..........•... ~..:Z.fJ.9.% .... ,. .. . ..~23.1%......... .... .•. 0% ......... ~--~---D~o .... ~--····-···09:'12.. .... -.. 
Urban.. . ......•..... 60....... ..35% ................... 23.3% ........... 1.7% ............. 0% ..... _:, ...... 0.% ... . 
Rur.aL.~ ................. ___ .7Sl_ _____ ,, __ ZS.J.!?/sJ ............ _ ....... 229.% ....................... J.4%._. ___ ....... _.0% .... ---···-.. --.... Jl.o/a._ ___ ,,_ 
Question #6 
The principle of individual rights must be protected as stated in the Constitution. 
n SA A N DA SDA 
Io.tat ........... ,. ...... 13.6 ..... ~ .......... ~.64.Z.% ............... ~3.1.69"o ... "_ ....... .,3.1.%._ ........ -'"-··0o/o ____ .,._ .... _ .... Do/o ____ . 
Random ....... _. -1L. ____ -66J,% ____ --3.D..6.o/.Q_ .. _, ___ -2.8%..... ___ _a<Mi_. _____ __o_%.__ __ 
Count}'...chair.s__ .. _M_ ..... _....62.5%._ _____ -32.8% __ .......... ..A.7% _____ Jlo/o. _____ .09!.o.... __ 
Male •.•....... · ...... -~··~··.B!L ......... - .. -...66.Z.%.~··----~···..2Z..4.% ......... -" .. _Jio/o ........ _._, .. _ ........ 0% ....... ____ ., _____ ... 09:'.o....'..._ 
Eemale ......... _ ..... ~ ........... 45 •. _ ......... ~ ... .62.2.gto ...................... 3.:Z~B.% .......... ., .. -....... 0% ...... --····-·-········ ..... O.o/o .••.. --····~·- .. ····· .0910. ..... - .... . 
18::.25._ ....... __ ,.,~.22 .... _________ 68.2.% __ ....... __ 27391o. _____ 4,So/o. _____ Q.% ______ J}o/g_ ____ _ 
25.:35 ... _ .... _______ _lQ ___ -____ .3.Q% ____ ....... _, __ _60.o/a_ _______ __lQ% ______ .. Q91.1i.._ _________ ..Jl911 __ _ 
35::.45 ............................ _ .. 11L .... ~ .......... A.4 .. 4o/.o.. .. ~~.-.... ~ .... MA%~-----~---·-11.1% ............. - .... 0.% .......... - ..... __ 0% ...... ~ 
45:55 .......................... 39 .............. 66.Z% .................. 33.3% ......... , ................. Jl% ............... 0% ..................... , 0% ...... . 
ss~.6s ....... _ ...... ___ ... :n ........... ~.··88.9.% ...... ~---1J~l.% ___ ........... ao/o. ___ ·_·~····--·-oo/.a..._ ... ------·---o9/Q_ ___ .. 
66±.----·-···· ·-~· . __ 20_, __ . ___ , ... 60.% ...... _____ ,,,._.,,..35% ........... __ ,...5% ...... _____ , ___ J}o/o. ___ ,_._,, __ Qo/.o. ___ _ 
N.on~Union ·---..... JJO .................. 65.5% ........... 30%_ ............... _ ... 4.5.% ...........•• _0% .... -~--~----· ....• 9% ... . 
Union ......................... - .. 26 .... _ .......... 61 . S.%.~ .................. 38.5% ...................... 0% .... ~·······----··-··-·0o/IL. ..... ·-----·······-0% ........ .. 
Urban.. ·····-·-------60. _________ 63.3.% ..... --·--·-35% ______ ..... ___ l.Zo/o._ .. _____ ..... Oo/o ___ , .... ---··-·-0.% .......... . 
Rur.aL ________ 7Q ___ ._64.3% ____ 3L4% ...... ---·-·4.3o/.a__._._Q% _______ ._O.% ...... . 
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Question #7 
Criminal sentencing is in line in relationship to crime committed. 
n SA A N DA SDA 
IotaL ........ _ .. _ .. l36_ ........ _, __ l3.2Cl/o ~~---~--20.6o/o .. __ ~ __ l3..2%~----·38,2% __ --1.2.So/o 
Random .... -· .... 22 _______ , ....... 6.9%. ... - .. -.•..••.• JB.J:Yo. __________ .. 13 .. 9%. __ . ___ .... 43.1%_ ....... _.J.3.9o/1L 
CountyChair.L __ 64 .... ---···-2Q.3.% _____ 23A.%_ _____ _J2.5% 32 8% --1.0.9.%_ 
Male ....... ······---~-~--84 ___ ------~11.9o/o.. ______ , __ -2.2.6%~ __ -8..33f.a___-M% J.0.19'."a_ 
EemaJe ..... -·-···-~·-45. ... -. _," ... J5.6.% __ ,, ____ 1J.8.o/!L...-..... ~-~-20%~-~---~--262.%.___---1Lft91o... 
18::25.. . ....... ···-~-22....... . ...... 941% ..... ---···-.. 2Z.lo/n, ... ______ ..... .ll.8% __ ~---22.2~o_ _______ .4,.5% ... . 
25.:35 ...... ~--·-···--HL •. _____ Q%_ _______ ,, _ _20.%. __ ~. __ 2Q% ___ 3.0o/.D___.2U%_ 
35:.,45 ... ___________ J.8 ___ __1.Q.Z9:'o___.-11 .• 1%. __ __o.%__ __ -55.,6% 16..Z.%..... 
457'.55 .... ·- ...... 3.9... . .. 20.5%. __ ,,, .. 20.5%.~ .. ~.---10.3,o/D.,..,_. ___ 35.9.o/o....,, ______ J2..8% .. 
5.5.:-:65 ........... , "''" ... , .27.'" ................ 1:4.8.% ... ~ .......... , ... ,J.8.5% ..... ,.,,.. .. .... lLl.o/o_~···· .. --..3Z~.o..- ·-·---14.8% .. . 
66± ............... _ ..__ ....... ~ .... -2.!L ..... ~.-·-..5.%~.---- .. ·--·-.25.% ______ J.Q% ____ .5QS'a__~o.-
No.n:Unio.n. ......... Jl.!L. _______ 13A6o/_a_ __ ~---2~.-·.__J5..5.% ___ __33&6.%.. ___ g.s%.... 
Union _ .. ., ......... .26 . --~-ll.5% .... --·~·---23.1.% ......... _ .. 3.8% ...... _,, .. ,,_5Z.Z.% .. __ ~, .. ,_ ..... ..3.8% .. . 
Urban. . ....... 60. . .. ,_8.3.% ............. 15% ···""·· ........... l5o/o ................. 45.% .......... :i.. ...•. .13..3.%. 
RuraL.... • ...... ZO.:..' .,,,,_,,,,.1.8.6.% .............. .24.3%. ............. _J.2..9.o/iL._ .... --32.9.9:'.'o ..... ~ ..... '... ..... JJAo/o. ,, 
Question #8 
The separation of church and state should be strongly supported. 
n SA A N DA SDA 
Io tat. ..J36 .............. 5.8 .. l.o/o ___ ,,_, .... , .. 28,7Yo ............... 8 .• l.o/o .... --.. ~~~.A..4%~ ....... _.Z.'Yo~--
Random ............... _ .. 12 .................... 54.2% .................. 2Z.8o/a__···--·......9.Zo/o.... _______ ., __ .69!2'.'o ___ ,, ____ ___ l.41l/a.. __ 
C.oun~ .. C.hair.s.. .. __ 6A ......... _ ....... 62.5.o/JL_ ... ,, .... _.-29.2CZ'1L..... ____ -6.3% ______ -1..6.%__ _____ .0%. __ 
Male .... _,,_,.,,.,._,_,,,,84 ...... ,, ,,,,,,,,,_,.53..69-'L......... __ 22.8%_,_,,, __ ,...9..5.%_ __ ,_, 6% _JA2.%,__,, 
Eemale ... ········-~ ... AS··-····· ..... 66.1% ..... - ......... 24.4.% ______ ,, ___ ...6.Z~-----··---··2.lo/o .. _____ .. Oo/o .... _ 
.18:25 ................................ 22 .... ~ ........... 54..So/o ................... 31.8% __ .......... _. __ J.3~6.% ....... " ............... .0.%., ........ - ..... -... Oo/o ........... . 
25:35._,, ........ .,_ ...... J.0 ...... -........•.... 20%. _____ ........ -50% ... ________ ,,_20.Cf'o_. ________ J.0% _____ 0%, __ _ 
35 .. -.45 ..... - .... ~- .J.8. .............. -...... 55--6% ..... ~·----···2Z~8% ..... ,, ___ .5.6%. ... ______ ll.1% ... ___ ' __ Qo/o, __ _ 
45:.55 .......... , ................. 39 ................. 56,4% ......... -.... 28.2.%~ ......... ~7.Z!'/JL ... ~ ............... 5.lo/o. __ ,_ .. ,._,,, __ ,.2.6%,. .... . 
55::65 ' ...... 27. ,,.,,., ...... 71.8% ... ,, ........ 22.2% .. .. ,.0% .......... """"0% ..... _., .... , .... ,, ... 0%. ........ . 
66±._.,,_, ____ ,,,,,_,.2.Q. __ ._,,_.,_,60% .. ______ , __ 25_o/o. ______ ,, ___ J.Q.% ___ . ___ 5,% ________ .0.%_._ 
Non:Union ______ JJ 0 ........ _ ........ 63.6% .. _ ....... _.26.3.% .. _. ______ L3.%.. ______ 2.l..o/o. ____ O.%.... ..... -
Union ........ ··~-- ...... 26 __ ~ __ ... _34.6%_.,, ... ~ ...... 38.5%_ .. ___ .. ,_ .... JJ.5?/rL ..... _. _____ JJ .• 5?.1!. ____ .... .3.B!Yo..~ 
Urban .......... _...... .60 .................... 53..3.% ............ - .......... .33.3% ... - ................. 6J.%. .... -.,, ......... .6.Z.% ....................... 0%~ ...... . 
Rura.l ... _ ....................... - ..... 1.0._ .. _____ ,.6L4% ...................... 27~1%. ... _ .............. ..8.6.% .. ______ J~L ______ J.4%._ 
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Question #9 
An affirmative action policy should be adhered to in order to assure a level playing field. 
n SA A N DA SDA 
TotaL ........... , _____ ,136 ... -...... _.3.l.6.o/ct~.,. .... ~ ... 43.4.o/ct_, ____ ,_l8 .. 4o/o ___ , ___ ..s.9.o/ct._~--·.,···Z.o/o.~-
Random ..•.•.. ___ ,i2~-"····~·-l0~9'0, ........ _.3.4.lo/.a .. _ ... __ .. 23.6<Mt .. ~.-·--·9..1.o/cL.-.---lA%... __ 
Ca.unty.Chairs__.64___ 32.8.o/.o.__ 53.1 %___ 12 5%.._. __ _l.6.%__ 0% --
Ma1e..--~······--·-·84._, ____ __3J.% ____ .46Ao/.o. ___ _H.3o/o__,_-1..19:'o__ 1.2% 
Eema1e ..•... ···--~· -~ .. 45~- 33.3o/.ll ___ . __ ,_35.6%_ .•.••.. ......26.Io/1L-..•. _~.Ab4%__._~· -· _J>.9fo. ___ _ 
1.8::25~··········-·-··~···22 ........ - .•. _18.2% .. ~···-······AQ.2% ...... - ....... Il..3%_ ......... -13..6%._ ........•... _.!>%~---· 
25.:15_. ··-~·-·---·--10.._ __ .20.%_. __ , __ 50% - _____ .3Q% - _ _!1%. 0% 
l5=45·-·--~-·--·---lfi. ___ .---33.3.9'1L_. __ 55..oo/o_--5.6%_ .. ~ ..... - 5.6% ----~-·· 
45:55 •....... ·-·····-·-·-···39 __ , •.•. _ ..•• 33.3.o/JL_ .... ~ . ._._3.8.5_% __ , ____ ..... _15.4.o/o.~ ..... ~.--10.3.%. __ --26.o/o_. 
55::.65 ... . ........................ n ... ~·----···-·44.49to._ .............. M.4o/o ...... _ ......... 11 .• l %_ ..•...••.•.. 09t0,._,, ___ ·····~~··-··Q% ____ _ 
66± ...... -......... __ 20._. _ ___3.0.o/.o. .. _ .. ~--4.Qo/o _____ .--3m'lL .• ,_,, __ _Q9ft ____ ,Jl91i_ __ 
Non:Union .. ____ u.o_ ____ 3Q..9.%. __ .. _. _42.Zo/o. ___ --21.8<¥iL. ____ -3.6% __ . _---9%._ 
Union .... ~ .. · ~---~···--···26.~-· . . .--34.6% .. _ .. ... 50%.. . ........ ~ .. Jl% " ..• --·-···--JS.4.o/.o. ___ , ______ Jlo/.1L-. .•• 
Urban...... . ...................... 60 .................... 28.39(11...... . •...... __ ,40o/o............ . ........ 20% .........•••.......••.... 10%"'_.:.... ........... _J . .1%._ 
RuraL ................... _ .. _ .... -10..,. _____ 31Al9::'o ........ ··- .44.3%............ . . .15~7.o/.o .......... -. .2.9%_ ... ···-······ .0.% ....... -
Question # 10 
There should be a government-financed safety net to protect the basic needs of all citizens. 
n SA A N DA SDA 
Iotal. ····~-...... ~ .. 136 .................... 3.8.2% ......... -.. 41""20/o ............. Jl.o/o .................. S .. l.o/a ....... - ............. 1.5.% .. . 
Random ... - ... -........ 12. ________ 45.8% ................. 30.69'o .............. - ... J.259'.1L .... - ......... -.5~6.9'.o.-.--···-·····28% ... . 
Ca.unty.Chairs..___64 _______ 29..z% ... _., __ .53~19'.1L ... -... ---9Ao/a. .. _ .. ~-·--·......4.Z.o/n_- O.._.<Mcw...o ~ 
Male ... _. __ ___a4_, ___ 36.9% ___ ·~-· _.42.95ML __ __J_Q.l..o/o...._---6% ___ -2..49'.'o..__ 
Eemale ............................ -.45 ...... _ ...... 46.2% ................ _33..3.% ........ ~-~--l.lJo/o~ ............ ~-.~%. ____ . __ Qo/o... ..... -
18~25.......... .22, < ,,.,,36.4%.., .. , <<.•• o• ,.,, ... 40.9%. '• • •>•««>•<9J.% ....... ,,,,,.,,,. ,, .• ,9.1%<«•~«••M<o<0• <••• 0% 
25::3.5 ___ ,, ____ -1.CL. _______ 40%._ .. ____ ___3.Qo/.o_~---··--20%..._. ______ Qo/.o ______ J.Oo/.o._ 
35::45·-··········· ·-......... J.B .................... MA% ... _. _______ ..33.3% .................... .5.69::'o ..... - .......... - .... 1Ll% ____ , __ .5.6.9:'.'o .... .. 
45.:5.5 ... ,.,,.,,_,_,.,,.~.,,..39.,~.,., .. ~ . .,,30.8%.,,.,, .. ,,,,,,., .. .,48.7.% ... .,,,~_,-,J2.8%.,,,,,, __ .,,., .. ,.,.,5Al%.~.,--,,.-.. Oo/.o.., .. ,~ 
55.-65 ............................ -27 .... ,.,, .................. 55.6% ........ ' .... .37% ................ .1.4% ... _~ ......... 0% .................... 0% 
.6!):t_ .. - .. ~--·-·_.....2Q _______ 25.o/o.... .............. ---45o/1L _______ J.5.o/o_, _____ _5,o/o ___ ... ~--·Qo/.1L __ 
N.on~.U.nio.n.. ....... _.11.o. __ ,_. ___ .... 3Z.3.% ...................... .41.8% ... _. ___ ·····1.1.Bo/o. ..... _. __ .. -5~5o/.a..___ .. _. __ .9.<¥iL ___ . 
Union ............ - ........... 26-....................... 423.% ... _ .. __ ...... .3.85%. __ ................ JJZo/o. .. ____ ~ .. 3.8% ........ ___ .. 3.8%.~ 
U.rban ................................ 60 .................. 38.3% ... _ ............. 3.8.3% ................... ~13.3.o/a. .... _ ............ 5% ... ~- _ .... _.. .. .. ~.1..1% ...... .. 
RuraL .. ·-·---···-·-.. -.J.0... .. ~--... -.... 38.6o/.o .. _________ 44.3%. _____ 8.tl%.~o·-··-----52%. __ . ___ , __ 0% ... _, __ 
122 
Question # 11 
Social Security should not be privatized. 
n SA A N DA SDA 
IotaL ..... _____ U6 __ . ~· _Z6.5.9'CL-~."'-.. -16.2~Lo ____ ~l.Zo/a ___ .... -2.9.o/°'·-····------1-o/«L-. 
Random .. m•.---··---Z2 ... - ...... ~ .. 66.1.% ................ _22.2% ............... ~ ... 4.2% .... _ ................ _5.69Co. _______ , ____ lA%.~. 
Co!lnty.Chairs __ 64 .. ---·--·-..BL5.<¥a._ __ ----9.Ao/.o.. ____ _3~l%. 02/u__ __ .oon_ ___ _ 
Male. ..........••. ________ M ....... ---·l.9~8%. ________ J..O .• Z% _____ 3..6.o/o ______ 4.Bo/D-.... .. -- 1.2% . 
Eemale.- ......... ~~-45~···~··-l.3,.1<¥o~······-·22.2% .. ~~---~···A.4%_ .. _______ Q.o/o~--~-··-··Q% ___ _ 
18'.'.25 ...................... -.22-~ ............. 54..So/o ..• ~·--·~--22.Zo/o~ .. --·-··-·9.1% ... --...... ~ .. .9.lo/o. _______ ~459(L ... 
2.i:.15 .......... _. ______ 1.Q__ ___ ...... - .. ~5.02112 ....... - .. - ... -40% .... ______ ..J.Oo/.a.. ____ Q% ... ______ 02fn ___ _ 
35-:.45.. _____ ~· ._-18 __ ,_..Ba.9.%_ ___ 1.l.1% _ __J)_<y11 _____ . 0% O.?Lo__ 
45::55 ............. , ..... -~39 .............. 69.2% ............ -., .. _20.5% .. ,, .. , ...... .,.5~1% .... - .... ~ ..... ~.1% .. _,._, .. _. __ 0% .. ~-
55.:65 ................................. 27. --···~ ....... 92.6% ................ " .. .Z.4o/o_ ......... " ..... -.. _ .. 0.o/12. .. _ .. _. __ .............. 0o/Q_ .. ~ ........ , ........... 0%._ .. _,.. 
66.± ........................ _,,,., ... _-20 .. _ ............. _.9.5.% ....... _ ..... ,-.~·--'··•<••··--··0%.... _______ ,,__,, _ __()%.., _____ , ____ QSfJ. __ _ 
Non:Union ___ .. _._110 __ ... ~---l.i.8%... .. ___ J9..J . 9IL .. --.--4.S!Jl11......_._ .. ---3.6.o/.a..__ _ __.9.o/o....._ 
Union.. . .......... .26......... ___ 9.6.2'Mt. .............. .3.8o/o ......................... 0% ...•.....•. _ ... _0% .... ~ ........... -.0% ....... . 
Urban.... 60.. .10% .... ........ -23.3% ............ 0o/o .... ........ 5% .... J.2% .... . 
RuraJ .......................... __ .... 10. ..................... ...B4.3%. ________ R6% ...... -.. ----5.7?1.'tt. .... -- ... -... J-491o _____ ._ .. ____ ,.Q%._ .... _ .. 
Question #12 
Government regulations are necessary to protect the environment. 
n SA A N DA SDA 
Total....... . . ._ ... 136 ................ 2l .. 3o/o .. _ ........ 26.5% ............. l.So/o ... _ .._. ___ ... 0% .......................... .1% ... . 
Random ...... ____ ..J.L ..... ~.--....66..ZS'.o. ...... ___ 3.o..fi9!.1L .. --.. -... L4%.._ ..... ____ ._acy.a._ ____________ 1.4%._ ... . 
CountyChair.s __ 6A. ___ , ___ ..... l.6.6.% _______ ,, __ 2.L9.'Y11._. ...... ____ 1.6o/tL--·-·----Jlo/o ____________ Q%. ....... .. 
Male .... . ........ ~-·--·--..84 .................... .Zl.4.% ........ - ..... ~-·-··28.6% ...... ~ ............ 0% ......................... ~ .. 0.%... __ ,_~ ................. 0.<¥0. ........ .. 
female .............................. 4.5 .................. ,. ...... ]J.19fL ..................... 22.2o/o..... . ............. 4.49(orn ........................... 0.% .... -~ .......... - ....... 2.2% ... .. 
1.8:-25.__ _ _________ 22 _________ .59.1% ____ ~_.36...491o. .. ____________ ,_0% ___ ,, ___ Jl%...._ ____ ,, _ _4.5?!o..-. 
25.::35 ............ __________ JQ. _______ ..80% .............. _,, .. 20%. __________ Q_o/o ..... ---~~---Qo/o .. ____________ ,_J)<yo_. __ _ 
35:45 ............. ~ ........ ~ ..... J8 ...... --··--····83.3o/o ..................... 16.2% ..................... 0o/o ................ - ........ Oo/o_ ............. ~·~·--Qo/o .......... . 
45~55 ........................... ., ... 3.9. ..... . .. 69.2%. ...... , ........ .28.2%... . .. . .2.6% ........... -... 0% .,.. . ... 0% ... . 
55~65 ....................... _._.2L .... - ............ .81 .• 5% .............. _.J85% _____ ............ 0%_. __________ .Qo/o _____________ .. Oo/o .......... . 
6.6± .... -·· ................... .2Q ____ ,,_.60~'o..-................... 35..o/o.. ....................... 5%. ____ . ____ . __ . ____ Q% ______ . ___ Qo/.o.... __ _ 
Non~Union ................... 110 ................... 70% ....... ~ ........ 28.2% ................. 9% .... ········--·······0% ...... - ... - ........... ..9% .......... . 
Union .............. _,,.,, . .26. ................ 26.9% ............. ~--19.2% ................. 3.8% ................. ___ o% ....... ____ . ____ 0% ..... ,. ... 
Urban ....... ····-····· _ .... 60 ............. 68.3%_ .. ~-·~· .... 28..30/o~--·-···· __ l.7% ..... ··--·- ___ 0%. _________ .. J..12/o __ 
Rural__ ____ ~ __ lQ ______ J.5.2o/a._ ______ 22.9.<lfo... _______ 1.4o/o ___ ~----·Q% ______ , ____ ... Oo/.o.. __ _ 
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Question # 13 
Defense spending is in balance with domestic needs. 
n SA A N DA SDA 
Iotal ............. ~1.3.6- .. -.............. 3 .. 7.%_ .. _ ........... lA% ________ 8.8%.-~-A2 .. 6%. ____ "·-·3.0.9~ 
Random .•. ······-~-Z2.-- ...... , .• _4.2% ... --~·--·--13.9o/o.~ .. -·-···"··ll~l9ro... __ __33,.32ai_,_,_,. ... -31.S!tL 
(ounty .. Chair.s.._-6.4 __ ... ---3-l% ____ _1_4_l.o/o .. ____ A.32ai_ 53.1 % -23..4%_ 
Male .. ~ .. ·-·-·-·--· ..84_.,_ .. _ _3.fi9fL_. __ .-20.2.9fl, .... __ .8..3.91a_____Mo/o__. _ __23ji%__ 
EemaJe ...... -.~·~·-45_~.--····~·~2.2% .. _ .. _ ... -2.2~ft .... --··· -· __ fi .. Z%-~--·-· -·. 42.2.o/o ____ --46..6% ... 
18::25 .......................... ~22.,, •. , ....... 4.5%., ____ ,,, •. 2Z.3% ...................... 4..1% .............. ~ ......... ..16~4o/1t .... -._ .......... 2Z.3o/.1L. 
25::35 .... ,, .. ________ ._1.Q_ __ , ............ 0% ____ -109'.1L.. __ .~.1Q% _______ 4~ ___ ....A.Oo/.a.. .. _ 
35:..45-................ ~_1a. _____ n%_. ______ ~.....16.2o/A...... ____ ll..lo/.Q soo/o_ ___ ----22.2%_ 
45::55 .. _ ........... ····---... ..35L~··'"··~-5~l.%_, __ ~ ,_ .. l2.8%_._ .. ~.--11..9!zL_'"_.33..3% ______ =-3Q..8.o/1i-
55.~65 .................... " ....... _ ... .2Z .......................... 3.Zo/o .... -.................. llJ.o/o._ ........... ~.~.3..Zo/o. ____ ... '" ............ 48..l.% ... ____ ._ .. _.33.3.% .. . 
fi6± ___ '""" .... _,,, __ 2Q ____ _5.o/.o_, .. _, __ , ___ ,_ 5% __ 11%.. 55% _35.o/o __ 
Nan:.Union ...... ____ UJ>_ ............. __ 1.6o/1L ........... _~J.Q.9%_ .. ____ .8.2o/..a..__._.. 43.6% ._-3.3.6.%._ 
Union. .. ···---c .... 26 ................... -3.8.% ................ 26.2o/.o..,_ ........ -..... ll.5% _____ , ....... 38..5%. .. _ .. : ..... - ... 19..2o/A.. .. 
Urban ........ ······.·-~·~-- ...... 60 ................. ~ ..... 5% ...................... ~Jl.7.%~-··-- .. ····--1.3 .. 1%.._ ..... _ .. ...A0% ...... ~·····~--~~..30o/o __ 
Rur,al ............ ········--·----70 ............................ .2.9.%... .... . . ......... l4.3.% ......... - .... _5.Z.o/..1t __ .......... ~.-4Z.l!M1 .. ~.--· ......... lOo/.cL.. .. 
Question # 14 
The United States is prepared to meet future energy needs. 
n SA A N DA SDA 
IotaL .. -.......... 136 . ........ ·~···2.2.o/o ................ 2.2%.~~-........ 4.4-%--·---~--.S.0.7.% ..... -.. - ...... -A0.4% 
Random .......... -........ Z2 ................. _28.% ..... ~ .......... - ... L4% .... - ....... ~.-A.2o/o... .. _ .......... _._56.9o/o... ____ , __ ...... ..3A2.% .... 
Coun~.Chairs.-~-64 .... -···--·l.6.o/o _________ 3.1%... ____ , __ .. .4.7 .. 9iL. 43 8% --·---·-·46..2.o/o._ 
Male ... ~~·-··~--......... -84. ···-~-...3.6.% .. ___ . .,_~l..2o/o _____ ....4.Bo/.o.._. 53.6% 36..29'.'o_ 
Eemale .................... :45 ....... 0% ........................... 2..2% ...... ~ ...•..... :4A% ... - .... --~--··44~%.~---~ ..... :48.9.o/o.... 
18::25,,.,., •·• •-•w .. 22 .. , .. , ... ,..... •• 0% ••• ••••• .0%,.,,,,,, ·· ·· · 4.5% .. '""'''''"''"''''54.5%.,,.,,,,., ... 40.9.%., 
25.7.35~--·-·----·--1.0 .... _____ 0o/.o.. _________ Q.%._. _______ .109:'o... .. .4.0.o/a ... 5.0o/a___ 
35~45.......... . ............... J8 .... -·-·-····.09:L ..... ~---··-·-··O.o/.1L. _________ ... 5.6% ........ _ .. 55.6%. ____ .,..38.9.~L. 
:45,:55 .............................. 39 .................... 2.6.% .. ,., .... _,, ___ ,.5Alo/o....~~· .. ·-.. --2~2% .. - ... ~--38.5%_ .... ____ 46..2%~ 
55:65 ,, ,,,. ' ' ... ,., ... ,,,, . 2Z .. ,,,,,, .. ,.,..,, ........ Z.4% ......... ' "'"" ,,, .. 3.Zg/o ... , .. ,,_ ""'·""' ... oo/~L ........ ,,,,,,,, .. , ......... :44.4%._.~ ............ :44.4.%._ 
66± .. - ................. ______ ,_,,,2Q .. __ ,, ___ Q%_.,.. ___ ,,, ... _.Oo/1L ___ ,_.. ___ Qo/o.,. ______ ,_8Qo/c_ _____ ,_2(lo/Q_ 
N.an::Union.. _______ 110 .. ____ , _____ .L8% ___ ....... - ..... .9o/.1L __ ,,._,. _____ .3.6.o/.it __ ...... ___ 5L8%~---·-·-·-·4.LB.o/o...... 
Union ............ - ..... _ ....... ..26 .... -~ .... ~ ..... 3.Bo/o ... ~---~···· .. .Z.Z%~--··----~ZJ..o/1L.~ ................ ~46 . .2% ...... - .... -.34.6% .. 
Urban ................. - .......... _60 ........ ., .... , ....... ~.1 . .Z%. ......... ___ , .. ~1.Z9fL._~ .......... S.% ................. _ ... , ...... _.55%., _ _. ... , ....... _ ... .36.7% .. _ 
RuraL _____________ zo .............. -2.9o/cL. __ . __ 2.9.%_. ______ 2.9.o/.ci._ ________ A8.6% _____ 42..9.o/o.... 
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Question #15 
Trade agreements are effective for bargaining power between countries. 
n SA A N DA SDA 
Iotal,_ .. ,. ...... _~_13L_~_..22%~---41,.2o/o._. ___ ~_.30..1~.o. ___ l8..4% .. ___ ... 5 .. 1%.~ 
Random ....... ,,._,,m •• J2 ... ,,_,.,, .. ~,,2.~ .• -~--······ .,.38.9% .... - .. -..... .31.9..9:'o.-.. - .. ~····~15.3.'Y<L-.... _ ... -.6.9.o/o... ... . 
County .. Chairs __ _M_. __ ,_J~6% _____ . 43..8%.. __ . ___ -2.8.1%._. __ ..2L29L ___ .ll%__ 
Male._ .......•.. ____ ___M ____ .... -.2~4% __ ,, __ ..48.8%.. ___ .-22..6% __ -1.9..o/o_ _____ fio/o...._. 
Eemale._ .... _. _ _A5.~--·····~2.2o/1L ••. - •......... 28..9%.~-----40.91a._~·~-~lZ.B%~-·-· -~4A.o/a •... 
l8::25 ........... -·-~·--2L---..... ~ ... ..0%._.,_, ____ ,,_ ... A0.9%_~···-·-·-.3.6.4o/1L. _______ J.3.6.o/.a_. __ ,, .. __ ,.A.5.%.~·· 
25.:-35 ......... , ... ,,., ___ ,,, __ JQ _____ ..109".!L.......... _____ .AQ% __ ~-----AQ%.. __ ,, _ __l0.o/o.._. _______ ..Q%~ ... -
35.::45...~ .. -~. __ .llL_, _ __j).%__ ____ 2Z.8%_ _ _MA.<Yo___l6..Z%___ 11.1 o/.D...... 
~::55 ........ ,. .......... _ .. _ .. 3.2---········"'~.~% ....... _ ..•. -...................... 48..Z% .•.... ______ ,,25.6%_.--~-·-20.5.% ... ,. .•... _.~·-..5.l% ..... . 
55;65 ......•.•... ---·····-2z. __ , ______ -3.1.o/o .. ., ...... ·--·······~33 . .3% ............ --~.22.2.% ....... -... -25..29D ____ ··---Z-4% --~ 
6A±....._ .. , .... ~ .... -·-----2D----··--5.o/o....... ____ ........ _5..Q%_ .. _____ 25~----·-···-l5.% ________ .Qo/.<L. .• __ 
Non.-:Unian_--1.10.__ 2.Zo/o__ __ .. ___ .42.2% __ ,,_---33.6%___ 14.5% __ --2.Io/.o__ 
Union ................... --26 ............ 0% ...... ~·-···-····3~6% ............ ~ ...... 15.4o/a ............. ~34.6%. ...... ~ ... ~ ... J5A% .. 
Urban ........................ 60. ............. ~.J]% ..................... ~ .. 3.8.3%.. . .. 3LZ% ................... l6.7%... ......... ... . ... 8.3% ...... . 
Bural .................................... -ZO._. __ ......... _J~49~L ...................... _....4.2.99'o ................ -...... 309:1o .......... _ ......... _20% ... --·~·· .. -·-···2.9% .... . 
Question #16 
It is important to provide foreign aid to third world countries. 
n SA A N DA SDA 
Iota) ..... ~ ............. 13.6 ____ •• _ ..... 18.~% .................. 59,,6«>/o ······--·---12.52/cL~.-· .... 8,.l.o/o .. ~~· . _ ..... -.l.5% .. .. 
Rand.om ........................... 7..2..~ .......... - .•. 19~4%_ .. _ ............... 59..Zo/o. ....... ~·· __ .9.2%~ ............. - ...... a.3%._ .. , ___ .~ ... 2.B.%.._ .. 
Co.unt)' . .Chair..s.... .. _M...... ...... ~ ... - .. 11.2%_.~---··59.Ao/o... ....... --. J.5.6%., ______ l..8%. ____ ,Q.% ___ _ 
Male._ ............ __ ...J34... _________ 16 .• Z~'cL .. ___ 59.5_%_ ..__ 1..l.2%......_. ·-~-~----2....49'.o __ 
Eemale .. ~ ............... _45~-- .... ~ ........ 22.2% .............. 57~8% .. ~ ................ 13..3.%~·--·····- ...... 6AZo/1L ....... ~ .. - ... O% ........ . 
.1.8:25 .......... _ ... ~ ............... 22'" .... - .......... J.8.2% ................ -....... 68.2'tL ....... _ .. ~l.3..6% ................. 0% ............................ 0% .......... . 
25.::35 ........ ~ .. -·-·-··-·---10... ....... ~······lQ9!o_ .......... - ........ 6Qo/o.. ... ____ 10o/n. __ . __ ......... _JQ% __ .. _______ .. lQ% .... . 
35.7_45 __ ···---·---.. ··--lB ..... ----·-JJ .. l~L .... _ .. ~_66.Z.o/lL ... ___ ..546% ... _. ______ _l.l..1.o/o .. ______ -5..6.o/11-... . 
45.:5.5 ........................... .39 ................ .23.l.% __ ~········53.So/!L.. ............. - ... z.zryo_. __ . ___ .. ____ .. 15~~o. ...... _. ___ l>% ........ . 
5.5765 .................. 2Z .............. 25.9% ............... SJ.9% ....................... J4.8% ............. lAo/o .......... - ....... 0% ...... ..
66±-... -........... , ____ 20._ ............... J.O.% ..... ------···"'fi5.9:1o._,, _______ , .. 25.o/o...... ____ _Q%_~--------··Q% ___ _ 
N.on:Union_._ .. ___ UQ._. ___ 2Q.o/o ________ , ___ 60.o/o .. _______ l2.Z?Lo _____ , ___ 6~4o/o.. ___ .,_.-.... 9% ...... .. 
Union ......... ~ ................ ...26 .. -··-~-3.8o/o .......... _____ 192q.L .. ____ ..3_4,6o/o.. ... ~--... -423% ...... ---·······..0.o/a. ........ . 
Urban ............................ 6CL ............ ., ....... J8.3% .... -----·····.6.1.Z9:'o ..•.. " .... _ ... 6.7..9:'L ......... _._.l1.7%.~ .......... -.J.1.o/o_ .. . 
RuraL ___ . __ , ____ .. l0 .. _ .... __ ..1.8~6%. ___ .. ___ 5Llo/11..-_ .. __ l8.6o/.11. ___ ,, ___ 5.l.o/o. .. _ .. _ .. _ ... _09:'0......_ .. _ 
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Question #17 
All foreign policy should begin with self interest. 
n SA A N DA SDA 
J.otaL._. __ __13.6 ___ 1 ._So/.a___-20 .. 6.%___-23 .• 5%. __ 39.1%__1.3..lo/o 
Random ..... ,.._ .. _._.Z2~··-···,,-·--·Qo/Q ___ ~ .. ~-·--23.6% .. ~~-·--·22~----~-~38£9~~~··~~·~U.2%~ 
County ... Chair.s ...... -6~t~·-·~--3~1% ..... _____ .. ~J Z.2o/o..~-- ---·-25.~i:t.~···-~4Q.6o/o. ____ , __ 12.5% •. 
Male~·--~··-·-·----8A... 2A% _____ --22..6.91~ __ __26..2% ___ 36.9% 95% 
female_. ___ ....45__ 0% ___ --20%.._. ___ Jl.B~..o_- 42.2% 
18;:25_, __ ,, .•... ~·-··--~22 .••...•.. ""~····0!},D ____ .~~-~·-·J.8.2.o/o.._ ___ ,, __ 2]...3..o/il._ .• ~.-~45.5% __ _ 
20..o/il_ 
.2.lSL~ 
2$::3~ .................... -... 10 ... ~.~·····-Jlo/o._ .......... ~ .•. "'.},Qo/o.~ .... ~ .••• ~._50,%,,,, •• _,.,_.~ .. l.0.%_ .•.••....• ---3Qo/o. .. ~ 
35.:45-,_, ______ 18.___ 5,6% l6J...%.._ 16.Z% 333% 22,2% 
~.::55.~-~----39 .. ~-~ .. -2.6%~--·-~-.2!l..5%_. ___ ...2Q.5,9:a.._ __ .3a.5% 15A%_. 
SS.:65.~ ....... ~.----· . .. Il.-~--... " .. Q%._~-.. ~-="_29.6.%.._.__. ____ J8.io/~M.4.%_. -· -1*4% .. _ 
66:t.,, .................... , ... __ .. ,,,,, __ ,.20 ............ , ........... ~ .. "'Qo/Q .. , .................. " ..... ,, ..... 20o/o. ........... ~ .. - ........... ~20% ... - ................. __ ,_559:D,, ... ,~~·-·~·-5.% ......... .. 
Union .......... , .. -........ _.26 ........... --.. ..3.B.% ... _______ J.9.2o/-1L . .,--··-··-·3.4.fi9.'.'a....__ __ . .A2.3~.--···Qo/a.._ __ 
Urban. ............. - ...... 60 ....... - ..... 0% ....... -·-····----2l.Z% .... ~-------20.% .. - ............. _ .... A6.1%~~~- ... l0% ..... .. 
Rural ......................... , ...... 1.0 ....... _ .. ~---~.2.3% ... , ........... --... 20% .............................. 25.Z% ............. _ ..... 35.7~ .. --.,. .. J:4.S.o/o ... 
Question # 18 
Employers should be prosecuted for employing illegal immigrants. 
n SA A N DA SDA 
IotaL ........... ~~---.... l36.-~···--···J6.2% ... - ....... -45.6.% ........... ~--l8.4%. _____ .. _ .. 15 ... Ao/o .... ~~-......29.%_. 
Random ............... _ ... ~ . ., ...... :Z2 ............ _.,, ...... ~.9.7 .. % ....... ,,.-..... ,, .......... 41J% ........................ _ ..... 20.8%.. ............ ~ ..... _._.19_4% .. ____ ,,.,, ____ ..5..6.o/o._ .. _ 
County .. Chairs.__ __ 64 __ .. ____ 23...4%._ .... _______ ...soo/iL.-----15.6%..._._,_, __ J o 9% .... - .... 02aL .. _ 
Ma1e. .... -.......... _ .. ,_ ... ___ 84 ___ .. --1.:Z..2o/..o..... __ ,., __ .-5.0o/o .... ____ . __ l6..Z9'.o.__ __ __14.3o/o_ __ J2?fo __ 
femaJe ......... -...... _ ..,_~A5 ........................ -..15 .• 6% ................ -.... 35.6%.. .... ,_ ...... _, __ 20%._. _____ .. __ JLa91L~----· .. -· ... 6.20/o~-
l8:.25., ....... ,,. .. "' ................... 22 ......................... 9.l.% ................................ 22.Zo/o.. ........................ ~ .. .3.LB.o/o ..... __ , .......... --27-3 .. %.-...... - .............. .9~lo/o .. ~ ... 
25:35 .................. ,., .. ___ ... JO_ ....... _. ___ J1l% .................... -... -3.0% ... _. _, ____ -30.o/a......_ ___ 20.%.. ____ 10.o/..n._ 
35~.45-.,.,~------HL. ___ lLl.o/..o__ __ .6.Llo/.a._ .. ____ l..6..7..9.fo. ___ _s..o9".o__ .. _5...fi.91a..__ 
45:55...... . ..... -~ ................. .39 ..... - ............. 25.6% .... - ....... - ....... 46.2% ... -... _ ... ---· 12.8%~·-·---······ .... ~12.So/o.. ...... - ... ~ ......... 0% ..... - .. 
55 .. ~65 ...... . .............. _ ......... _.27~ ....................... J 8.5% .... -............... 48.1%,, ........... ,, .... Z.4CZ"o....... ......•.......... 22.2% ____ ~ .............. 0% ............ . 
6fi±_ ... _ ............. _____ . ___ 20 ... ~·---·---1D%._ .. ,_. ____ 60%._ .. _ ... _. ____ ..25_s!o. _____ 59fo.. _________ Q% ___ _ 
Non-:Union ________ 110 ________ ,.~J.3 . .6.?!1L .. ____ . ___ .A0.9.% _______ .20.9% .... - ......... J..9.19'D....._. _____ J.6% ..... . 
Union ................... ___ ....... 26 .. _ ........ ~_..26..9.% ··-··--·-···6S.4%. __ " .......... -2.Z%. -·-· ______ Q9L.-----~-·-0% ....... .. 
Urban. ............................ 60....... . ................ .8.39fL ................... _.A5% ........ "'.-··--········.25%. __ .. ~ ................. 16.Zo/o. ----~ ......... 590....... 
Rural _______ .. _...l!l. .22.9.% __ ..41.1% ____ 1229fi_ 14.3.~L ____ __Do/o......._ 
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Question #19 
The United States should participate in international environmental standards. 
n SA A N DA SDA 
Total _ 13.6 .5.6..6.0/o 3S..!~-5.90/o .7% .7~ 
Random .... ~·-···-·-·:u.,__,,_,--58.3.%_ __ ._ .. 33.3% _.s.&Yo_---1.A% __ . __J...,4.%__ 
Caun~.cbairs--6..4___._~ .. -54.1.%..._ .--3Z.S.%__-6..3.% ____ o .... %..._. ___ o%,,,.. . 
.Male___ 84 . 53 6% .. 39.3% 4.8% 0% 1,2%_ 
Eemale 45 57 8% 31.l.% ..8..9 ..... %.__ ___ 2_,_2%....__ _ _,0 .... %...__ 
18:25..__ __ ___22.__~.-68..2% --=--·21.3.%__ 0% -·-· ~-4..-..5.%. 0% 
25.735-~.,,·-· _._.JL--.. -,£1%_ ___ 3Q~_--1Q% O.o/~0.%._ 
35-45 18 . 55,6% 33 3% 5 6% 0% 0% 
A5:.5L 32__-51.3~-- 41% 7J%_ __ 0% . .0%__ 
55;;6.5·-~·-··~·· .21 . 66.7~. 22.6% ___ ..3 ......... z0.LV.-__ ......,..___ _ ~~-
66± ____ -20._ __ "_,_",AS.9ft _____ "~~-10%_._ _ ___ Q.%. ____ D9L...__ 
Noa-Union 11 o 57.3%_ 34.5~ __ __5.5% .2% .9.%__ 
.llnion . .:.. ___ __.26._ 53.8~.-38.5% Z.Z% J9L..... · 0%_ 
Urban.. __ ,., ____ ,,,_fill __ , ____ a.LZL ___ .31.Z%__ 5%_ ______ ..J.Z~IL .. _: -· ·_il9D_, 
RuraL .. ______ JQ~ .. ··--··-··52.9!i'o.... ____ 3a6%._ _____ Ll9it .. - ... - .. """1~----·~ .. 0%....-. 
Question #20 
Our drug policy is detrimental to our relationships with foreign governments. 
n SA A N DA 
Iotal_ ____ U6 .... ---8.Bo/o. ______ 23.S%.-----.A:U.!?&_--162lU 
SDA 
2.2~-
Random ____ .. -12. ______ .8.3.%. ..... -------25% ___ ~ ___ 44.A9U_ _____ l9.4%.. .. ___ _]_4.o/n_ 
Count¥ Chairs 64 . _ 9.4% ___ __2.l..9% ____ ,.A8A% 12 5% 3.1 % 
Male 84______ 7.1 %. • 26,29fi 46 4% lZ.2% 1.2% 
f.emaJe...._, ____ . _ .. _.45 ____ ,,_··=·ll.1%_ .. ___ 22.2% ___ ___M_4%__ J 5 6%_... 2.2%._ 
l&li _____ ~----22--... -0L .. --·-·--~18.2.%._. ______ .68.2%_ ___ J3.69to ___ . ____ Qo/o ___ _ 
25.::35 .. ______ 1Q_ ___ ,..J.0%.___j1}%__ ___ _6Q%__ 20% 0%... .. _ 
35-45 _____Ja_____Q%_ 22 2% " - 44.4% 33.3% 0% 
45.:55 _________ . __ ,_ ... l2 _______ .....J2.8%_ ... __ ,,_--25..fi% .. __ __33.3%_ __ . _.J7..9.%..._ .. __ 2.fi%. ___ , 
55:-.65.-.. - .• --~-·--·...IJ ____ ,,,,.'"_,18.5%, ____ _25..9.o/.o.. __ ~---M..49:'o. ____ .3.z9'a..... __ ~_L4~L-~ 
66+ 20 -5%. -30o/D.-___ 45%_ J 5% ~-
Non:.Union_ _ _llQ __ __lQ..9% 21.8% ~.2%__-16.4% .9%__ 
U.nion____., _ __i~._o%, ________ 3.Q.JWo.......__-38.5.o/a... __ ..15..4%. _____ Z.7.%.. •.. 
Urban... __ .. ~.--Ji0..-·-··------·1Cl%.. __ ·····~., .. ,...2Q%.. __ ~--~..1.o/o.. _____ ,_2Q%. __ . ______ , ... 1-1% ...... 
Bural 70 86% 
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APPENDIX VIII: QUESTIONNAIRE COMMENTS 
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Respondent No.4 
Female - 66+ - Presbyterian - non union - rural 
Question 7 (criminal sentencing) 
Should be. Do not agree with mandatory sentencing. 
Comments: 
I also believe in a pro choice stand on abortion. As a Democrat I believe in 
promoting the general welfare - giving a chance to people of all races, creeds, ethnic 
backgrounds an opportunity to succeed. I abhor the greed of big business. Free speech 
and openness in law making and enforcement are important. 
Respondent No. 5 
Female - 55-65 - Catholic - non union - rural 
Comments: 
I began in high school campaigning for John Culver because my dad was his county 
coordinator. I was hooked! I took a few years off in my 20's to get married, have babies, 
etc. Then I hit it again and have been very active since. I'm tired of the rich getting 
richer & the poor getting poorer. 
Respondent No.6 
Female - 66+ - Presbyterian - non union - urban 
Comments: 
Need political power for job creation & education that will assist people in getting 
involved in their communities. Need for assistance in rural development. 
Respondent No. 17 
Female - 25-35 - non union - urban 
Comments: 
Today Teresa Heinz Kerry said, at a lecture on philanthropy, 'democracy is not 
about rights, its about responsibility for one another.' 
Respondent No. 18 
Male - 25-35 - Roman Catholic - non union 
Years of party affiliation: 10 (can you be Black, from the inner-city, form a union family 
and be REPUBLICAN? : ) ) 
Question 1 (managing national debt) 
As a father, I DO NOT think it wise or appropriate to pass the debt to our children 
150 
Question 2 (public education) 
- And we need to fund it like we mean it! 
Question 3 (taxation) 
"Taxes are the price we pay for a civil society" - Oliver Wendell Holmes 
Question 5 (healthcare) 
"The taxpayers are ALREADY paying for a national healthcare system, we need to be 
intellectually honest about it" 
Question 6 (individual rights) 
"He who trades freedom in the name of sat ety deserves neither" - Thomas Jefferson 
Question 8 (separation of church and state) 
I would like someone to show me where that is as a matter of constitutional law, not case 
law 
Question 11 (social security privatized) 
If I could be convinced that it would benefit the baby boomers 
Question 12 (government regulations protect environment) 
We now know that, left to its own devices, corporate interest will NEVER act in the public 
interest, despite being beholder to that public for its charters. 
Question 13 (defense balance with needs) 
Balance isn't the ? , do you feel safe is 
Question 14 (energy needs) 
the U.S. has the potential to do so, but it not prepared at this time 
Question 15 (trade agreements) 
they should be, but many of our current trade agreements cut workers worldwide off at 
the knees 
Question 17 (foreign policy - self interest) 
but it ALWAYS seems to revolve around someone's self-interest 
Question 18 (employers and illegal immigrants) 
neither party REALLY wants to prevent illegal immigration, so why should employers be 
held accountable 
Question 19 (international environmental standards) 
I want to breathe when I'm 50! 
Question 20 (drug policy a foreign relations) 
Our drug policy is detrimental to U.S. citizens while doing very little to solve the drug 
epidemic 
Respondent No. 19 
Male - 25-35 - non union 
Question 9 (affirmative action) 
could be viewed as reverse discrimination 
Respondent No. 35 
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Female - 18-25 - United Methodist - non union - urban 
Question 14 (energy needs) 
Technologically - Yes 
Actually - No 
Comments: 
Some of the questions were unclear. 
Respondent No. 39 
Male - 55-65 - non union - urban 
Question 4 (taxation) 
should be progressive 
Respondent No. 43 
Male - 25-35 - Roman Catholic - non union - urban 
Question 18 (illegal immigration) 
We should have amnesty & pay people more so employers don't have to hire illegal aliens. 
Respondent No. 4 7 
Male - 25-35 - Catholic - union - rural 
Comments: 
#15 Trade agreements are necessary for the economy when the playing field is fair. 
U.S. corporate greed exploits human life, takes away jobs here in the states and buries 
our economy in trade deficit. How many jobs have been created in the U.S. since NAFTA, 
PNTR, GAT and so on? 
Respondent No. 50 
Male - 66+ - Episcopalian - non union - urban 
Question 7 (criminal sentencing) 
Not for drug possession 
Respondent No. 54 
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Male - 45-55 - Episcopalian - non union - urban 
Comments: 
I am strongly opposed to granting privileges to illegal immigrants including 
healthcare, driver's licenses and college tuition. I strongly oppose affirmative action in 
education/ colleges. I am very unhappy about the current level of taxation. 
Respondent No. 55 
Male - 66+ - Protestant - non union - urban 
Comments: 
The Democratic Party should support government programs that meet health, 
safety, education and human services needs of the poor. (eg. Social Security, Medicaid, 
Medicare and Constitutional rights relative to current culture). 
Respondent No.57 
45-55 - non union - urban 
Comments: 
I think this item might be problematic and difficult to interpret. I think a Likert 
scale as used on previous items would have been more useful. (comment for both ranking 
sections) 
Respondent No. 58 
Female - 55-65 - Roman Catholic - non union - rural 
Question 7 (criminal sentencing) 
currently? 
Comments: 
On 2°d ranking: can't rank these numerically 
Respondent No. 61 
Male - 55-65 - Presbyterian - non union - urban 
Question 4 (taxation) 
The tax system should be made much more progressive than it is now. 
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Respondent No. 62 
Female - 55-65 - Protestant - non union - urban 
Question 7 (criminal sentencing) 
should be? agree is? disagree 
Comments: 
Both parties need to focus on solving problems for the common good. Neither has 
the best answers for everything. Partisanship should take a back seat after elections. 
Respondent No. 71 
Male - 66+ - Presbyterian - non union - urban 
Comments: 
The lack of a party policy - domestic & foreign 
The bickering between presidential candidates 
The lack of a strategy to challenge Bush's misstatements & actions. 
Respondent No. 72 
Female - 66+ - Presbyterian - non union - urban 
Comments: 
I find the attitudes and actions of the current Republican Administration repugnant 
and dangerous. 
1. Lying to us re reason for going into Iraq 
2. Moving to a policy of pre emptive stance 
3. Undercutting hard-won environmental protection policies 
4. Failure to respect U.N. and countries who do not agree with our policies 
5. Abandoning long-standing civil liberties and rights to privacy in the name of national 
security. This is way overkill! 
6. Failing to understand Arab culture which gets the U.S. into all kinds of trouble 
7. Promoting "No Child Left Behind" based on a faulty premise. Good teachers are leaving 
8. Undercutting safety-nets with the result of a growing needy population and near-poor 
unemployed segment while rewarding the rich by cutting their taxes. 
9. Failing to provide healthcare for all citizens though we are the richest country in the 
world. 
10. This country needs a new direction and a change to a Democratic administration would 
be a start. 
Respondent No. 74 
Male - 35-45 - Catholic - non union - rural 
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Comments: 
The Democratic Party in Iowa is dis-organized and slow to react to issues. Anyone 
not in Polk county would just as well be on the moon. Which is one of the reasons I like 
Howard Dean. His campaign is organized and energetic. Go Howard! 
Respondent No. 77 
Male - 55-65 - non union - rural 
Comments: 
In regarding to the fist ranking section that is left blank: Sorry, this would hurt my 
brain! 
Respondent No. 80 
Male - 35-45 - Baptist - non union - rural 
Comments: 
Strongly support progressive income tax schedule. 
Respondent No. 81 
Male - 45-55 - Baptist - Union - rural 
Comments: 
I believe our debt is the largest problem we now face. This will force us to cut all 
future programs to pay for the "borrow & spend" policies of George W. Bush. I believe it 
effects all the concerns listed above. 
Respondent No. 83 
Male - 25-35 - Catholic - union - rural 
Comments: 
The Democratic Party is the only real check we have against total corporate 
domination of our domestic and international policies. The Democratic Party is the major 
party that believes in "promoting the general welfare," as stated in the pre-amble of the 
constitution. 
Unfortunately, the Democratic Party is the party of the non-voting majority. 
Respondent No. 84 
Male - 66+ - Christian - non union - rural 
Question 1 (national debt) 
must distinguish between running deficits and debt. 
155 
Question 9 (affirmative action) 
an effort should be made to level the field where possible 
Question 10 (government-financed safety net) 
up to a point but I don't think govt can be everybody's keeper 
Question 12 (environmental regulations) 
there has to be a national will. 
Question 13 (defense spending) 
usually, but not a the present time. 
Question 14 (future energy needs) 
we haven't scratched the surface of out energy potential 
Question 15 (trade agreements) 
but they must be a 2 way street with balance 
Question 16 (foreign aid) 
up to a point, but don't give away the candy store. 
Question 17 (foreign policy /self-interest) 
this is natural human nature but needs to be a balanced agreement where possible 
Question 18 (employing illegal immigrants) 
probably not the first time. 
Question 20 (drug policy/foreign relations) 
Drugs are a very critical social problem. 
Comments: 
liberal party not opposed to change will move the country forward - stand up for 
citizens (open minded) remember an open book has what is between the front and back 
cover - an ooen mind continues to grow. good luck 
Respondent No. 85 
Male - 45-55 - non union - rural 
Comments: 
The first ranking section has a one by each item. The following is written next to 
the section, "Can't drive a car with a wheel missing." 
Respondent No. 88 
Male - 66+ - Catholic - Union - rural 
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Comments: 
I am extremely concerned for the future for our children and grandchildren. The 
selfishness of Republican policies are so destructive to the common good that we are 
moving rapidly to aristocracy. It has reached the state that probably 40% of the voting 
age citizens have totally given up their responsibility to study and evaluate government 
policy and are absolutely subject to misleading and usually single issue TV & Radio Ads are 
motivated to vote through fright rather than concern for their common good. 
Attached letter: 
Lara, 
I'm curious of the Graphic Design career with political surveys. My comment about the 
corrosive power of last minute negative, single issue ads that motivate through scare 
tactics to vote is probably the relationship. Citizen apathy the great issues facing US and 
the willingness of Republicans to destroy the policies that has given us the finest living 
level in the world for most of us is a most frightening view of the future. 
Respondent No. 89 
35-45 - Catholic - non union - urban 
Question 10 (government safety net) 
Depends on how implemented butin principle I agree. 
Question 16 (foreign aid) 
In principle - depends on how implemented. 
Question 17 (all foreign policy /self-interest) 
becuz of the word all 
Question 20 (drug policy/foreign relations) 
What drug policy? 
Comments: 
Rankings are left blank. There is the comment, "Can't do way too subjective." 
I am pro life & anti death penalty. 
I live in Arkansas now. 
Respondent No. 93 
Male - 45-55 - Catholic - union - urban 
Comments: 
As a D I believe in fair taxes. I believe that we must have an excellent system of 
public education! We must continue our world leadership as the country of opportunity. 
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Respondent No. 94 
Female - 45-55 - Catholic - non union - rural 
Comments: 
I am very tired of hearing about abortion issues every election. There are many 
other issues that are equally if not more important to our country? 
Respondent No. 102 
Female - 55-65 - non union - rural 
Comments: 
Environmental issues have always been a top priority in the Democratic Party. The 
current Administration is destroying years of work. Once destroyed it cannot be replaced. 
Bush's attitude towards the United Nations is bazaar! 
Other nations will have us - later if not already. 
We must re-instate the relations with other countries. 
Respondent No. 103 
Female - 66+ - Catholic - union - rural 
Comments: 
College tuition should be pd. for by govt. 
Respondent No. 105 
45-55 - Catholic - union - rural 
Question 10 (government safety net) 
This question is subject to interpretation. 
Question 15 (trade agreements) 
Varies in situations. 
Question 17 (foreign policy I self interest) 
Word All is circled. 
Question 20 (drug policy/foreign relations) 
Undecided 
Comments: 
First ranking: I can't - these are each related - what happens to one often dictates 
an inherent reaction from another. 
Second ranking: These vary from situation to situation. Our relationship w/lraq 
would evoke a different response than our relationship w I Canada. 
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Respondent No. 107 
Male - 45-55 - non union - rural 
Comments: 
We need to fight against negative campaigning; it is clearly detrimental to our 
party! We need to come together or many issues, and forge a common middle-ground! 
Respondent No. 108 
Male - 55-65 - Roman Catholic - union - rural 
Comments: 
Because your terms are not defined, I think the questionnaire is of little value. 
E.g. Do you mean from a state or federal point of view in many of the questions. 
Respondent No. 111 
Male - 35-45 - Roman Catholic - union - rural 
Question 8 (separation of church & state) 
This also depends on how this is defined & enforced. 
Comments: 
I would like to see the party return to its roots of protecting those who cannot 
protect themselves, especially those on the ends of life: Those who have not been 
born yet (infants in utero) and those who are dying. The first & most basic right is life. 
Without this, no other rights have meaning. No other rights can override this right. 
Respondent No. 112 
Male - 66+ • Lutheran • non union - rural 
Comments: 
I have been a democrat for over 60 years. I am presently chair of Keokuk Co. 
Democrats. 
Respondent No. 113 
Male - 45-55 - union - rural 
Comments: 
I am a Democrat because of the party's dedication to social justice and fairness to 
public education; and environmental protection. I recommend the following books: 
1. The Betrayal of America - Vincant Bugliosi 
2. The Best Democracy Money can buy - Greg Palast 
3. Lies & the Liars Who Tell Them -Al Franken 
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Respondent No. 114 
Male - 55-65 - Roman Catholic - union - rural 
Comments: 
Democratic Congressional leaders failed to object to the pre emptive Iraq War. 
War is an obsolete and unacceptable means of conflict resolution. 
Respondent No. 115 
Male - 45-55 - Protestant - non union - rural 
Comments: 
The Democratic Party needs to truly become the party of opposition to the radical 
right wing agenda of the G.O.P. And we need to get people motivated to vote again. 
Nominating Howard Dean will do both those things! 
Respondent No. 117 
Female - 45-55 - Lutheran - non union - rural 
Question 13 (defense spending) 
Domestic needs should be in balance w defense spending 
Respondent No. 120 
Male - 45-55 - Roman Catholic - non union - rural 
Comments: 
I am a Democrat because I believe in helping others achieve hope and opportunity. 
Respondent No. 123 
Female - 35-45 - Lutheran - non union - rural 
Comments: 
We need to concentrate on our own Country's needs instead of helping foreign 
countries over our own. We need to get a President in office who doesn't have a hidden 
agenda. 
Respondent No. 125 
Male - 35-45 - protestant - union - urban 
Comments: 
Rankings are difficult. For example, environment, defense, energy, ind.rights, and 
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economy are all intertwined in Iraq. 
Respondent No. 127 
Female - 45-55 - none/Lutheran - non union - rural 
Comments: 
All of these issues are almost equally important to me - We need to protect our 
Constitutional Rights & not have another "non-election" as in 2000! 
Respondent No. 128 
Male - 35-45 - Catholic - non union - rural 
Comments: 
I think the Democrat Party has become a device for the special interest groups and 
not mainstream common people and it is hurting the party at election time. 
Respondent No. 129 
Female - 66+ • Lutheran - non union - rural 
Comments: 
First ranking section: They are all important and doable at the same time. 
I have lived during the administration of 13 Presidents and this one has to be the 
most arrogant, ignorant, obnoxious one of all of them. 
Respondent No. 131 
Male - 35-45 - Lutheran - non union - rural 
Question 17 (foreign policy/self interest) 
Self interest is circled with the comment, "on who's behalf? Dumb Q." 
Question 19 (international environmental standards) 
Both SA and SDA were circled with the comment, "Only if the world does same." 
The first section of ranking has the following comments written in: No. 1 Nuclear 
Proliferation, no. 2 World Population, 3 Energy, 4 Economy, 5 Defense, and the rest are 
bracketed with "tie 13." 
Respondent No. 134 
55-65 - Protestant - non union - rural 
Comments: 
The most important thing the Dem's should do is work on National Health care with 
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an emphasis on affordable prescription drugs, next to stopping was with Iraq, jb creation 
should be next. 
Respondent No. 135 
Female - 66+ • Protestant - non union - rural 
Question 10 (government safety net) 
Don't understand 
Question 15 (trade agreements) 
Don't know 
Question 20 (drug policy/foreign relations) 
No idea 
First ranking section: I feel all should be ranked number 1. 
Comments: 
Democrats are for the poor and Republicans are for the rich - big money. 
Democrats are for Social Security and Republicans are not. 
Respondent No. 136 
Female - 55-65 - Christian (Community of Christ) - non union - rural 
Question 9 (affirmative action policy) 
What policy? 
Comments: 
I would like to see the candidates express their positions more forcefully, I am 
especially concerned that fear is the means for limiting personal freedoms and individual 
rights. I see a lot of analysis in The Onion, The Nation, etc. The mainstream media seems 
in a quandary about the role of the press in a democracy. 
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APPENDIX IX: LIST OF INTERVIEWS 
Jan Bauer 
Chair Story County 
October 9, 2003 
Gordon Fischer 
Chair Iowa Democratic Party 
October 14, 2003 
Lynne Baltzer 
Precinct Captain 
October 15, 2003 
Brent Wynja 
Vice Chair Story County 
October 18, 2003 
Jessica Ireland 
Kucinich Campaign Worker 
November 20, 2003 
Tim Baker 
ISU Student 
November 21, 2003 
Jessie Wilcox 
President of ISU Students for Dean 
November 21, 2003 
Jane Greiman 
Representative Iowa House 
December 10, 2003 
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Lester Beal 
Iowa State Senator 
December 15, 2003 
Mike Earl 
Chair Oseola County 
April16, 2004 
Amy McHugh 
Democrat 
April 24, 2004 
Julia McCleeary 
ISU Student 
April 27, 2004 
Glen and Gloria Sailsbury 
Chair Tama County 
April 28, 2004 
Sally Troxell 
Dean Campaign Volunteer 
May 11, 2004 
Stan and Mary Lou Watkins 
Precinct Chair for Kerry 
May 15, 2004 
164 
REFERNCES CITED 
165 
Aaker, David A. Managing Brand Equity: Capitalizing On The Value Of A Brand Name. New 
York, NY: The Free Press, 1991. 
Aaker, David A. and Joachimsthaler. Erich, Brand Leadership. New York, NY: The Free 
Press, 2000. 
"An Interview with Adbuster's Editor Kalle Lasn." Emigre Magazine, 49 (Winter 1999): 14-
17. 
Annunziata. Lisa. "Born Identity." Contract, 44, (August 2002): 38. 
Beckwith, Harry. Selling The Invisible: A Field Guide To Modern Marketing. Warner Books, 
1997. 
Beckwith, Harry. The Invisible Touch: The Four Keys To Modern Marketing. New York, NY: 
Warner Books, 2000. 
Bricker, John. "Personal Shopping." Contract, 44 (June 2002): 116. 
Busch, Jennifer Thiele. "Caveat Emptor." Contract, 44 (June 2002): 24. 
Busch, Jennifer Thiele. "Good Call." Contract, 44 (June 2002): 150-3. 
Butland, Grace. "Branding Your Business." CraftsRetailer, 28 (July 2002): 54-55. 
Calmensen, Diane Wintroub. "A Modern Thinker." Interiors Et Sources, 9 (Apr. 2002): 38-
45. 
"Climb Meru: An Integrated Brand Experience." http://www.aiga.org/content.cfm?conten 
talias=casestudy_davison (Accessed: July 2003) 
Cohen, Edie. "Absolute Office." Interior Design, 73 (August 2002): 194-199. 
Curtis, Sara. "A Matter of Trust." Applied Arts Magazine. 17 (Nov./ Dec. 2002) 4. 
"Data Visualization for Strategic Decision Making." http://www.aiga.org/content. 
cfm?Contentl0=748 (Accessed: July 2003) 
Dowdy, Clare. "Bonjour. Hello Again. Who Am I?" Print, 56 (2002): 114-119. 
Dunster, David. "Some Thoughts on Fame and the Institution of Architecture." 
Architectural Design, 71 (November 2001 ): 6-11. 
English, Marc. Designing Identity: Graphic Design as a Business Strategy. Gloucester, MA: 
Rockport Publishers, Inc., 2000. 
Fortini-Campbell, Lisa. Hitting The Sweet Spot: The Consumer Insight Workbook. 
Chicago, ll: The Copy Workshop, 1992. 
166 
Gibbs, Nancy and Matthew Cooper. "Living in Bill's Shadow," Time Magazine 26 January 
2004, 25. 
Glaser, Milton. ''The Truth." A/GA Journal of Graphic Design, 18(2000)16-17. 
Gobe, Marc. Emotional Branding. New York: Allworth Press, 2001. 
Hall, Michael and Kelley Debra. "Shifting the Focus from Focus Groups." Communication 
Arts Magazine. 44 (March/ April 2002): 33-36. 
Heller, Steven. ''Wolfe Bane." Print. 56 (2002): 54-61. 
Holland, DK. "Cause and Effect: Why Now, More Than Ever, The Profit World Needs Design 
And Vice Verse." Communication Arts Magazine, 44 (March/ April 2002): 16-25. 
Holland, DK. "Meme Machine: The Annual Technology, Entertainment and Design 
Conference Stimulates and Promulgates New Ideas About the World." 
Communication Arts Magazine, 44 (May/ June 2002): 144-149. 
Hutt, Sarah. "How to Win Support and Influence People." Communication Arts Magazine, 
44 (May/June 2002) 46-48. 
Iowa Democratic Party Web site. http://www.iowademocrats.org (Accessed: 17 
September 2003) 
Jaitner, Peter. "Brands Designer." Novum, 137 (May 2002): 26-31. 
Kelly, Tom with Littman, Johnathan. The Art of Innovation: Lessons In Creativity From 
IDEO, America's Leading Design Firm. New York, NY: Doubleday, 2001. 
Klein, Joe. ''Why They Don't Make Democrats Like They Used To (And How To Fix It)" Time 
Magazine, 19 May 2003, 28-36. 
Klein, Naomi. ''Truth In Advertising." A/GA Journal of Graphic Design, 18 (2000): 88-92. 
Lessig, Lawrence. "Interview with Joe Trippie," [blog entry archive] 19 August 2003, 
6: 57am. http:://www.lessig.org/blog/ archives/001428.shtml (Accessed: January 
2004) 
"Making Joining Easy: Case of an Entertainment Club Website." http:/ /www.aiga.org/ 
content.cfm?contentalias=casestudy _fletcher (Accessed: July 2003) 
Martain, Peter. "Talk to: Stefan Sagmeister." Novum, 137 (Jan. 2003): 20-7. 
Mccarron, Carolyn. "Expanding Our Field of Vision." Communication Arts Magazine, 45 
(Mar./ April 2003): 16-23. 
Monahan, Tom. "Mining the Big Creative Vein." Communication Arts Magazine, 44 (May I 
June 2002): 170-2. 
167 
Mok, Clement. "Expanding Our Vision," Communication Arts (March/ April 2003): 18. 
MONO. Branding: From Brief To Finished Solution. Crans-Pres-Celigny, Switzerland: A 
RotoVision Book, 2002. 
Nayar, Jean, "Brand Management." Contract, 44 (June 2002): 98-100. 
Neumeier, Marty. The Brand Gap: How To Bridge The Distance Between Business Strategy 
and Design. Indianapolis, Indiana: 2003. 
Pavitt, Jane. Brand New. Princeton, NJ: Princeton University Press, 2000. 
Preece, Roy. Starting Research: An Introduction To Academic Research and DissertaUon 
Writing. London: Continuum, 1994. 
Ries Al and Laura Ries. The 11 Immutable Laws of Internet Branding. New York: 
HarperBusiness, 2000. 
Ries, Al and Trout, Jack. Bottom-Up Marketing. New York, NY: McGraw-Hill Book Company, 
1989. 
Runyon, Richard P. and Audrey Runyon. Fundamentals of Behavioral Statistics : 
Reading: Addisin-Westly Pub. Co., 1967. 
Singer, Claude. "Bringing Brand Savvy to Politics," Brandweek, 23 September 2002, 
19. 
Soar, Matt. "Advertising: Just Don't Do It. Think Different. Really, Really Different." 
A/GA Journal of Graphic Design, 18 (2000): 35-38. 
Sottosanti, Karen. "Werner Design Werks." Communication Arts Magazine, 44 (March/ 
April 2002): 40-9. 
Telford, Anne. "Identity /Integrity: Brno, Czech Republic." Communications Arts 
Magazine, 44 (Sept./Oct. 2002) 208-210. 
Trout, Jack with Rivkin, Steve. Differentiate or Die: Survival in Our Era of Killer 
Competition. New York, NY: John Wiley & Sons, Inc., 2000. 
Tumulty, Karen. "Is Dean for Real?" Time Magazine, 11 August 2003, 25. 
Webster's New World Dictionary, 4th ed. 
Williams, Gareth. Branded? London: V&A Publications, 2000. 
Wolff, Michael. "Candidate.com," New York Magazine, 15 September 2003, 20-23. 
